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electrical gift department. — 


Apex offers extreme- 
ly liberal discountsto __ 
assure dealers a 


substantial profit on 
every sale. 


Apex provides tried 
and proved sales pro- 
motion—entirely dif- 
ferent, attention-hold- 
ing. sales-compelling. 


PRESENTS 


THE OUTSTANDING REFRIGERATOR VALUE 


A REFRIGERATOR OF HIGHEST QUALITY, PRICED ASTOUNDINGLY 
LOW TO CAPTURE THE LOWER INCOME BUYING MARKET 


@ Any dealer that hopes to maintain sales volume and profits 
during 1937 will assuredly have to offer a refrigerator to meet 
the exacting needs of the lower income buyer. The white-col- 
lar market is almost completely saturated—the worker now be- 
comes your greatest potential buyer. Small income has of 
necessity made a wise, analytical buyer of the worker. He knows 
quality and insists upon it. He knows value and demands it. 


Apex offers you for 1937 the one outstanding refrigerator value, 
offers you a value that will win added sales and profits in 
this lower income buying market. Apex refrigerators are 
beautifully styled, durably constructed, and priced sensa- 
tionally low. Truly, the one outstanding value for 1937. 


Add Apex Refrigerators to your line next year and you'll add 
greater profits. Write now, today, for liberal dealer discounts, for 
full franchise particulars—for the merchandising thrill of 1937. 


APEX ROTAREX CORPORATION © Cleveland, Ohio 


Subsidiary of THE APEX ELECTRICAL MFG. COMPANY 


West of Denver 


Apex Rotarex Mfg. 
Company 
Oakland, Calif. 


In Canada 


Rogers Majestic 
Corporation, Ltd. 


Toronto, Ont. 


EXTENSIVE. 
NATIONAL 


40,456,000 readers will 
Jearn of astounding 
Apex values through 
national magazine 
advertising. Will make 
Apex easy to sell. 
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PERMANENT 
FINANCE PLAN 


Apex providesa limited 

non-recourse: finance 
| plan that minimizes 
repossession losses, 
increases resources, 


THAN MILLION APEX CLEANERS, WASHERS, IRONERS, REFRIGERATORS 
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Merchandising Month 


Profitless Campaigns 


HE utility commercial man- 
ager has a tough problem in 
the minimum bill customer. 
e There are millions of them and they 
- don’t pay their way. In trying to 
; bring some 350,000 customers of this 
class up to a paying level, the New 
York Edison Company has announced 
the “Electric Necessity Bargain Pack- 

age Campaign.” 
There are two packages. Number 
one consists of a toaster, an iron 
| and an IES floor lamp with 100 watt 
bulb. This sells for $9.00 including 
the city sales tax. Bargain number 
. two includes the toaster, iron and 
IES floor lamp and adds a table model 
radio set. The price for the lot is 
$18.00 tax included. 225 approved 
‘ dealers will participate with the com- 
pany in this activity and as compensa- 
tion for selling will receive: $1.30 
on package number one, and $1.82 
se on number two. About fourteen 
per cent on one and ten per cent on 
Be the other. A release from the Edison 
Company states that the equipment 
rill promoted is offered at approximately 


ng half the regular list price. Both bar- 
gh gain packages are sold to customers 
. of the company on a year-to-pay 
ne 

k basis with no financing charges. 

* We can summarize the picture this 


way: 

A fifty per cent price cut on gift 
merchandise—at the beginning of the 
holiday season—backed up by exten- 
sive newspaper and direct mail ad- 
vertising—sold on instalments—deliv- 
ered on a 75 cent or $1.50 down pay- 
ment; together with a cut in dealers 
margins of about two-thirds. 

The dealers who attended the din- 
ner announcing the campaign are said 
to have greeted the program with 


great enthusiasm. A few days later, 
however, some sixty odd dealers and 
wholesalers, including some of the 
largest radio merchants of Manhat- 
tan, held a meeting. This time the 
meeting was singularly lacking in 
enthusiasm for fifty per cent price 
cuts and ten per cent margins. In 
fact, they were in a mood for battle 
and set going a subscription to retain 
legal council and do whatever might 
be done to stop it. 

Across the river, Brooklyn dealers 
expressed the hope that Brooklyn Edi- 
son would not follow the same plan. 
Under the head “Another Fast One” 
the Brooklyn Appliance Dealers As- 
sociation editorialize in their monthly 
bulletin : 

“We have had occasion to com- 
ment severai times on the lack of 
consideration for the retail electrical 
appliance dealer in a number of sales 
campaigns recently attempted in 
the Metropolitan District—campaigns 
which are so planned that the dealer 
is expected to do almost all of the 
real selling and collecting work in- 
volved, notwithstanding the fact that 
he is expected to sacrifice almost all 
of his legitimate margin. 

“These campaigns have usually been 
planned by the utilities in such a man- 
ner that they get the added load which 
they are seeking, and by the manu- 
facturers and distributors in such 
manner that they obtain the additional 
volume of business which they are 
seeking ;—the dealers not having been 
even consulted at all, all but being 
expected to take and like any propo- 
sitions that are put before them. 

“Perhaps we can help keep Brooklyn 
from being included in these profitless 

e campaigns if we all do some real 
thinking with a view to offering some 
workable suggestions to the utilities 


which will succeed in building up 
the load of the small customer with- 
out using the dealer as a sucker.” 

There is a workable suggestion in 
that last sentence. Perhaps it is a 
general industry job to help build 
the small customer as a market for 
merchandise and hence user of powver 
—at a profit to all concerned. 


Cooperation 


T is a pleasure to turn from this 

example of how not to do it, to 
the meeting of the International As- 
sociation of Electrical Leagues at 
Cleveland. 

Except for the far West all sec- 
tions of the country were represented. 
Important figures in NEMA and the 
Edison Institute took part. Two days 
of earnest and intelligent discussion 
and planning made up the program. 
During the meetings just about every 
basic question of market promotion 
was gone into; with market promotion 
always as a cooperative enterprise. 

The league movement grows year 
by year more important. In these 
local leagues and associations the 
electrical industry has created a unique 
agency for pioneering new services, 
for coordinating activity, for or- 
ganizing effort. 

The league manager has become 
one of the industry’s most useful and 
important citizens. [Electrical busi- 
ness is usually better and carried on 
with less friction and grief in those 
communities that most generously sup- 
port an electrical league. 


Epitor 
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No advertising, poor location of the co-op store fly in the face of merchandising principles. 


HERE’LL be no danger of 

Mrs. O’Leary’s cow kicking 

over the lantern in some 36,581 
Ohio farm barns before the snow 
flies many more times. 

Electricity is coming to the farm 
down Ohio way—coming through the 
farm co-operative. Charters have been 
granted fifteen groups, and applica- 
tions are in for $12,037,532 of Rural 
Electrification Administration money 
at 3% and twenty years to pay. Al- 
ready 400 miles of line are “turned 
on,” and 514 will be as this is printed. 

Because a co-operative is regarded 
as neither fish, fowl or good red her- 
ring, Electrical Merchandising evinced 
a healthy curiosity as to what this 
scheme was all about. What’s a farm 
co-operative? A cyclone of propa- 
ganda, for and against co-operatives, 
has been swirling in the Middle West 
until naturally everyone's eyes are full 
of dust. 

This story represents an attempt to 
discover whether the co-op idea threat- 
ens to cut the dealer off at the pockets. 

It represents a pilgrimage down to 
the home of Ed Clifford, a prosperous, 
80-year-old Ohio farmer who owns 
and operates by proxy three farms. 
Mr. Clifford will do as an example. 
Each year he has to buy fertilizer, 
twine, feed, coal, gasoline and oil, 
tires, insurance. Occasionally he has 
to replace fence and farm machinery. 
Now note one thing he has to buy 
these things at one place or another. 

Suppose he wanders into the local 
farm co-op store, usually it’s down 
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near the railroad, often in some eleva- 
tor. Mr. Clifford can shop without 
becoming a member, but he is entitled 
to no share in the profits. He can 
plank down $10 for a share of par- 
ticipating stock, or let the dividends 
on his purchases accumulate until they 
pay for a share. He finds he is now a 
member of an organization that works 
this way: 

1. Each member has one vote 

2. No one can vote by proxy 

3. Goods are sold for cash 

4. Capital is raised by non-voting 
preferred stock, which pays 6% 

5. Prevailing prices are charged 

6. 2% of profits are set aside for 
education 

7. Net earnings go back to each 
stockholder in proportion to his pur- 
chases. 


As Mr. Clifford gazes around the 
place, he may see that electrical ap- 
pliances are carried, in addition to the 
things he regularly has to buy. The 
profits from the sales of all items are 
lumped, and dividends come out of the 
net from everything. At Troy, Ohio, 
one dividend of 3% has been declared 
annually for two years. In Columbus, 
a consumer’s co-operative paid 10% 
last year. Only farmers or farm own- 
ers are eligible to hold participating 
stock with farm co-ops, though of 
course all customers are welcome. 

Founded in 1919, and an outgrowth 
of the county agent system, the Ohio 
Farm Bureau Federation has had its 
greatest success with staples farmers 
have to buy. In a way the central 


Fertilizer sells itself —An appliance doesn’t. 


This side-by-side picture 


illustrates the co-op difficulty. 


bureau at Columbus acts like a jobber 
for the local members. A fertilizer 
plant at Lockland, Ohio, and an In- 
dianapolis oil blending plant even en- 
ter the manufacturing picture. 

With all the recent tomtoming for 
farm electricity, it was natural that 
the co-op chiefs looked into the mat- 
ter. The U. S. Government, through 
REA loans, furnished cheap money, 
and Miami Project No. 1 today has 


been serving approximately 1,200 
farms in Miami and Shelby county 
with electric power since June 15. 
Current is obtained from the Piqua 
Municipal plant. Rates are 7-4, 5, 
3, 1-34 cents per kw hr. The average 
bill runs from $4 to $4.50 a month. 
The co-op utility, Pioneer Electric 
Company, does not sell appliances but 
leaves that to the locals. 

“The state farm bureau made the 
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Farm Group 
Activity 


Promises Early 


Opening of 


Appliance 
Market 


By 
Tom F. Blackburn 


Rural 


Snappiest appliance display so far is to be found in Troy, Ohio. Co-op. 


survey and furnished the engineering,” 
says A. E. Halterman, in charge of 
promotion (an old Ohio Edison man). 
To join a farmer must pay a $12.50 
membership fee. He signs up for his 
share of the loan covering twenty 
years at 3%. The Pioneer Electric 
borrows the money from the REA. 
Line building is contracted for. The 
cost of running lines is about $1,000 
a mile in flat western Ohio.” 


The average farmer immediately 
spends around $100 for wiring in his 
home and barn. He may buy a power 
driven cream separator and radio im- 
mediately. Most families are finan- 
cially exhausted with these purchases, 
however, and defer serious appliance 
buying to the future. 

If he wants to, the farmer can get 
his wiring financed through the REA, 
although he can also go through a 
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finance co-op for the money. This in- 
cidently costs him 5% and he is al- 
lowed from six to sixty months. 
Where he buys appliances, there is a 
5% holdback on the local co-op which 
sold him, and the deal goes through 
with recourse on the co-op. 

Down at Troy, Ohio, in the heart 
of this first electrical project, is a co- 
op which is considered one of the 
best from an appliance standpoint. 

“We will do $125,000 in 1936,” says 
Mayard Senseman, the manager. “We 
have had two annual dividends of 3% 
and one in merchandise since we 
started three years ago. We have 
about 1,500 patrons and 300 paid up 
members who enjoy participating di- 
vidends. We pay $75 a month rent for 
this location away out by the railroad 
tracks and do very little advertising. 
Just recently we added an appliance 
salesman—Ray Wright.” 

“A salesman?” queried your cor- 
respondent. “I thought that co-op 
members sold themselves.” 

“Well, when the farm lines went in, 
we discovered that the co-op wasn’t 
getting its share of appliance business. 
Too many electrical dealers were run- 
ning out in the country and selling the 
farmers first. We have put in a 
standard line of merchandise. Much of 
this salesman’s time is spent in ex- 
plaining it to farmers. I tell you it 
beats the dutch how you have to talk 
about*appliances compared to binder 
twine!” 

There, in a nutshell, is the reason 
your correspondent doesn’t think farm 


In a little cubby hole office 
A. E. HALTERMAN feels 
his way with the electric 
co-operative. 


co-ops seriously threaten the electrical 
appliance business. It’s one thing to 
roll out the fertilizer that our friend, 
Farmer Clifford has to buy, and an- 
other to convince him that he needs 
a coal stoker this winter. 

Joseph’s coat of many colors could 
be no more variegated than the tastes 
of farmers for various brands of ap- 
pliances, reached as they are by na- 
tional advertising, if not until recently 
by electricity. These the co-ops can- 
not hope to satisfy fully. 

Given a comparable finance plan, 
the local dealer, aided as he is with 
known brands, downtown location, ad- 
vertising and salesmen who will go 
after business, is not threatened at all, 
in your correspondent’s opinion, by the 
3 to 8 per cent dividends that the co- 
op can toss the farmer. Of course the 
farmer is a stockholder in the co-op, 
but that isn’t enough to swing all his 
business when his appetite is whetted 
for something else. The fact that ap- 
pliances must come gradually to the 
farm plays directly into the local 
dealer’s hands. 

All in all, under the present setup, 
extension of farm lines by co-op 
power companies, promises to be a 
business creator for the future, if your 
Uncle Fuller is any guesser. It’s one 
thing to sell a staple and another to 
put over a specialty item, and the odds 
are 100 to 1 in favor of that dealer 
who has strength enough to raise his. 
posterior extremities off the old chair 
and get going. Specialty selling then 
is the answer to this competition. 
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Arrives 


in 


4 


Los Angeles 


N October 9th the switch was 

closed which brought Boulder 

Dam power for the first time 
to Los Angeles. This means that a 
block of power amounting to 4,300,- 
000,000 kw.-hr. annually is now con- 
tracted for by the various distributing 
agencies (power companies and city 
departments) of southern California 
and must be sold by them through in- 
dustrial, commercial and domestic chan- 
nels. Specifically it means that a num- 
ber of new factories must be brought 
into this district, that commercial firms 


must be encouraged to use more light 
and to take up air conditioning and 
other uses of power and that in partic- 
ular more and more electrical appli- 
ances for the home must be sold in this 
area. There have been other govern- 
ment power developments elsewhere, 
some of them on a large scale, but none 
have involved a metropolitan market 
such as Los Angeles. The spectacle of 
how the electrical industry of this dis- 
trict takes advantage of its opportuni- 
ties will be worth watching. 

Of course many preparations had 


been made in advance for the arrival 
of this tremendous block of power. 
For two years or more the Southern 
California Edison Company and the 
Bureau of Power and Light of Los 
Angeles, to mention only two of the 
largest agencies contracting for power, 
have been leading up to this day, build- 
ing load. As neither of the two does 
any direct merchandising themselves, 
this has meant the building up of dealer 
channels in every possible way. 

The Edison Company, whose con- 
tract calls for the absorption of 917,- 


Kenneth Strickfaden, attracted crowds at the Exposi- 


: ’ x fh Big crowds attended all the exhibits at the Electrical Age Exposition. 
tion by doing stunts with electricity. 
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kilowatt-hours of power will 
flow in from Boulder Dam every year—the 


story of one of the biggest electrical market- 


ing jobs in the country 


By Clotilde Grunsky 


Top left: A battery of searchlights on 
the tower of the City Hall at Los An- 
geles flashed on as the switch was closed 
and Boulder Dam power arrived. Left: 
Boulder Canyon transmission line on 
Baldy Mesa, east of Cajon Pass, showing 
one of 2,695 steel towers erected to sup- 
port power cables stretching from Boul- 
der Dam to Los Angeles. 


Right: The opening ceremony of the 
Electrical Age Exposition in Los An- 
geles. M. G. Sues, L. A. manager of 
the Leo J. Meyberg Co. and president- 
elect of the Electrical Development 
League of So. California; George Belsey, 
G-E distributor and general chairman of 
the exposition; and F. L. Hockensmith, 
general manager of the Electrical De- 
velopment League, watch Miss Lucille 
Hewes broadcast the ceremony of bring- 
ing a bottle of Boulder Dam water to 
Los Angeles. 


000,000 kw.-hr. of Boulder Dam energy 
annually, as well as for the additional 
power of its own generation which will 
be turned back to it when the city no 
longer needs to purchase from its 
plants, has conducted a series of cam- 
paigns centering about the three major 
appliances of range, water heater and 
refrigerator. A dealer organization has 
been built up reporting regularly on 
sales made and backed by support from 
the power company in advertising, 
promotion and sales aids. Particular 
attention has been paid to dealer sales- 
men, who have been stimulated to spe- 
cial effort by prizes and have been 
given selling instruction by the power 
company, until it is felt that a crew of 
at least 1,400 men have received train- 
ing. The present number of salesmen 
among 583 dealers is 810, and it is 
hoped that the number will be greatly 
increased to meet the opportunity in 


the field for the selling of electric 
ranges. A free wiring plan for electric 
ranges and water heaters, has been of- 
fered by both the Edison Company and 
the Bureau in this district. The in- 
crease in the number of dealers install- 
ing model kitchens in their stores dur- 
ing this period is indicative of the ac- 
ceptance on the part of dealers of the 
opportunity offered. There are now 
more than fifty model kitchens in the 
stores of Edison dealers and almost an 
equivalent number of additional ex- 
hibits are planned for the near future. 

The Bureau of Power and Light, 
with a more restricted area, but a con- 
centrated metropolitan population, has 
contracted for 1,485,000,000 kw.-hr. 
annually. The Bureau already has one 
of the finest electrical displays of the 
country in its basement store. This is 
purely for dealer use, as the Bureau 
does no merchandising of its own. It, 


too, has promoted campaigns of the 
major appliances through dealer chan- 
nels and has aided dealers in financing 
through government aids. 

About a year ago, the Electrical De- 
velopment League of Southern Cali- 
fornia was formed with the aim of 
bringing the electrical industry to- 
gether for a united effort to meet the 
coming of Boulder Dam power. Its 
first task was that of organization. 
Realizing that there are many branches 
of the electrical industry which are not 
taking any part in promotional work, 
the League, under F. L. Hockensmith 
as general manager, set about analyz- 
ing the industry in the Los Angeles 
district. They discovered that there 
really are some twenty-one different 
groupings of electrical men, instead of 
the four usually thought of. Associa- 
tions meeting regularly were promoted 

(Please turn to page 7) 


General view of the Electrical Age Exposition commemorating arrival of Boulder Dam power. 


ELECTRICAL MERCHANDISING—DECEMBER, 1936 


PAGE 5 


| 
=a rw 
WA | 
4 
| 
| 


PAGE 6 


The keynote of the Kelvinator program 
for 1937 will be—“Kelvinator Cuts the 
Cost of Better Living”. 


In a few short weeks you will learn 
about the program. 


It will be welcomed by millions of 
families throughout America. 


It will reach the people in your city, 
your town, your village. 


It will herald a renaissance in the 


KELVINATOR 


Kelvinator cuts 
cost better living 


standards of American living. 


It will make possible for the man of 
average income such luxury as has only 
been dreamed of by the millionaire. 


It will present an opportunity to sales- 
men, specialty dealers, department and 
furniture stores, public utilities, such as 
has not been known before. 


You will want to know about it. 


You will want to be part of it. 


CORPORATION 


Detroit + Michigan 
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among those which had not yet or- 
ganized, the key man from each group 
being drawn into the central govern- 


ing committee. The task set these 
men was to formulate a promotional 
plan covering the work of his branch 
which would be concrete, money mak- 
ing and acceptable to his own member- 
ship. Response has been received from 
a fair number of these groups and the 
plans are now in the hands of the cen- 
tral committee for coordination into a 
united plan for an industry drive 
which will be announced about the 
first of the year. 

The actual arrival of Boulder Dam 
power was made the occasion of a 
dramatic display which was designed 
to impress upon the minds of Los 
Angeles inhabitants the importance to 
the community of this event. Under 
the slogan “The Electrical Age in Los 
Angeles has just begun,” a week’s cele- 
bration was organized. It started on 
the night of Friday, October 9th, when 
Miss Elizabeth Scattergood, daughter 
of the chief of the Bureau of Power 
and Light, closed the switch which 
brought the current to Los Angeles. A 
citizens’ committee of 250 of the lead- 
ing citizens was in 
charge of the occasion, 
which attracted the 
largest crowd ever 
gathered in the down- 
town district of the 


city. It was estimated 
that fully 1,000,000 
people witnessed the 


ceremony. An _ illum- 
ination of 7,200,000,- 
000 candlepower was 
concentrated in a 
twelve-block area. Spe- 
cial electroliers were 
erected and six search- 
lights were located on 
every block. With the 
closing of the switch 
a 12-ft. flaming arc 
was formed, thus ac- 
tually visualizing in a 
most dramatic fashion 
the arrival of electric 
current from its Boul- 
der Dam source. At 
the same instant sixteen searchlights 
of 300,000 watts each on the city hall 
tower flashed on and another, 100-mile 
beam, located on top of the Broadway 
Tunnel, sent a long lane of light di- 
rectly down Broadway. After brief 
dedicatory exercises, an electric parade 
was held along Broadway which was 
participated in by the various munici- 
palities receiving Boulder Dam power, 
by electrical manufacturers and by 
local merchants, who submitted gorge- 
ously decorated floats. The N.B.C. 
considered the event of such im- 
portance that it was broadcast from 
coast to coast on a nationwide hook-up. 

On the next day was opened an 
eight-day Electrical Age Exposition 
held in the Pan American Auditorium 
in the Hollywood district. This was 
sponsored by the Electrical League 
and was the first of its contributions to 
the development of the new electrical 
era in southern California. This event 
was promoted along original lines. It 
cost $40,000, of which $20,000 was 
underwritten by the Southern Cali- 
fornia Edison Company and _ the 
Bureau of Power and Light. No pro- 
moter or salesmen of space were em- 
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ployed, but space in the exposition was 
sold on application on the basis of a 
contract which bound exhibitors to 
make up on a pro-rata basis any costs 
which remained after income from ad- 
missions was deducted from the re- 
maining $20,000. Admissions were 
40 cents, and attendance was antici- 
pated to be in the neighborhood of 
50,000, so that it was expected that 
exhibitors would have but little if any- 
thing to pay. 

The interest of the show was kept 
primarily electrical, the floor show it- 
self being given an electrical flavor and 
kept subordinate to the items of in- 
terest in the exhibits themselves. An 
electrical stunt program hourly in the 
corner of the auditorium kept crowds 
at attention, while almost every exhibit 
had some motion feature or guessing 
contest. A small penguin dressed in 
chef’s cap and apron wandered about 
the tent as advertisement for an electric 
refrigerator exhibit. All visitors re- 
ceived a drawing form on which they 
were required to place their name and 
address and to list the articles on ex- 
hibit in the show which they would like 
to possess, together with retail price 


A parade in the main streets and an outdoor show attracted crowds in Los Angeles as Boulder 
Dam power was celebrated at the Electrical Age Exposition. 


and make and model—information 
which had to be secured by personal 
inquiry from attendants. The winner 
of each night’s drawing was awarded 
merchandise to the amount of $100 to 
be selected from the list on the card. 
On the last night $1,000 worth of mer- 
chandise went to the lucky winner, to 
be selected from among the items on 
his list. The accumulated entries na- 
turally formed most attractive pros- 
pect lists, not to mention the oppor- 
tunities for sales talks offered by the 
necessity of filling out the cards in 
detail. 

Curtained off in one corner of the 
show, a cooking school provided wel- 
come seats and attracted crowds of 
women, while adjacent to it was a 
frame structure showing a bungalow 
in the course of erection, with walls 
unfinished but with all wiring complete 
and labelled. This was continuously 
surrounded by men who examined 
labels and details of wiring, outlets and 
switches. 

The Bureau of Power and Light, 
recognizing that financing of time pay- 
ment contracts is the great problem for 
a large number of dealers, if they are 
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to take advantage of the opportunities 
to sell the larger type of home appli- 
ances, has made Electrical Home and 
Farm Authority terms available to the 
Los Angeles territory. Of record on 
October 15, 179 dealers had been ap- 
proved to sell under these terms. The 
result has been an upswing of busi- 
ness, sales of major appliances in the 
month of October being more than 
double those of the biggest month 
known to the Bureau hitherto. The 
Bureau is supporting this activity with 
a campaign of advertising, billboards 
and posters. Radio programs have been 
given, utilizing actors who dramatize 
possible situations showing how cus- 
tomers may be benefited by the use of 
E.H.F.A. terms. Dealers have been 
furnished with literature and window 
display and floor material. 

In the near future, according to 
Burdett Moody, Business Agent of the 
Bureau, the city’s sales promotion de- 
partment will be augmented in per- 
sonnel from 20 to about 80. These men 
will contact the customers directly in 
the field and though they will not sell 
appliances, they will take orders for 
them, which will be assigned to co- 


operating dealers who have proved 
their ability to handle such business. 
This work will be supported by a bar- 
rage of door openers and follow-up 
literature. 

An extensive campaign for Christ- 
mas business is now in the process 
of formulation. Illustrated tags at- 
tached to appliances will be a feature 
of this event. On these a picture of 
Santa Claus and Uncle Sam will carry 
the slogan “This year Uncle Sam and 
Santa Claus are working together.” 
This will be followed by the price of 
the article, the down payment required 
under E.F.H.A. terms and the monthly 
installment. It might almost be said 
that the Boulder Dam power was neatly 
timed as Christmas promotion. 

An interesting development in the 
promotional program has been the 
formation of a Standards Committee 
by the Bureau. Foreseeing the possible 
danger of an influx of substandard ap- 
pliances during the coming months, 
they have formed a group from their 
own staff, with representatives from 
the service, installation, sales promo- 
tion and engineering departments, 
whose duty it shall be to draw up 


standards from Bureau experience for 
electrical appliances and to test those 
put on the lines with respect to their 
compliance with this level. The plan of 
the committee is to deal directly with 
the manufacturer reporting back to 
him when appliances develop persistent 
defects in use. Appreciation of this 
service has been expressed by leading 
manufacturers, some of whom have al- 
ready made corrections in their prod- 
ucts to remedy defects which have 
shown up in the servicing records of 
the Bureau and whose cause has been 
established by the committee on Stand- 
ards. 

A kitchen planning department is 
also planned, which will furnish recom- 
mendations to customers who are 
building or remodelling their homes. 

Local dealers also have made their 
plans. All of the downtown merchants 
carrying electrical lines cooperated in 
the opening celebration by special win- 
dow displays and advertising. Among 
the department stores, the May Com- 
pany responded to the opportunity by 
opening a new department featuring 
electric ranges, refrigerators and radio. 
Barker Bros. is also planning an ex- 
pansion of its elec- 
trical department in 
the near future. Prac- 
tically all of the stores 
are planning to place 
greater emphasis upon 
the sale of the larger 
electrical appliances. 
Significant of the 
trend of the times is 
the statement by the 
small appliance depart- 
ment of the Broadway 
Department Store that 
with the increasing 
sale of electric ranges 
they anticipate a 
greater field for small 
cooking appliances, 
which will be enabled 
to take advantage of 
lower rates. They con- 
template featuring 
roasters and other ap- 
pliances selling in the 
higher brackets, rather 
than placing emphasis as hitherto upon 
the smaller sale. 

Five years ago not more than fifteen 
dealers in the Los Angeles area were 
handling electric ranges; today the 179 
who have signed up and qualified 
represent only a part of those who 
carry a complete line. Some of the 
larger stores still carry their own 
paper. Plumbers as well as electrical 
stores are taking an interest and will 
soon be part of the merchandising 
group with a well developed clientele 
of their own. 

The program as outlined is by no 
means complete. Many stores who 
recognize that there is an opportunity 
in the present situation are neverthe- 
less waiting until others show the way 
before they get into action. But enough 
has been started to indicate that 
southern California will be worth 
watching from a merchandising stand- 
point during the next few months. Its 
“Electrical Age” has just begun. And 
with the entire electrical industry pre- 
pared to cash in on the promotion, it 
may not be long before we have a 
visualization of what complete electri- 
fication means in one great community. 
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High man among Stewart-War- 
ner distributors tor 1936 was Ar- 


Newcomers among Stewart-Warner conventions are, S. E. Choquette and Roger 
A. Gordon, of Good Housekeeping Inc., Providence, R. |., and (right) B. C. (Doc) 
Ford, of H. A. McRae & Co., Troy, N. Y. 


Present at the 
Stewart-Warner distributor meet- 


largest of all Looking over Stewart-Warner's 


eleven new 1937 refrigerator 


chie R. Tiller, of A. R. Tiller, Inc., 
Richmond, Va. With a rating of 
256 per cent above 1935, he went 
home from the Chicago conven- 
tion with a gold cup 


ings at the Drake Hotel, Chicago, 
was Frank Hiter, vice president 
and general sales manager, who 
spoke glowingly of 1937 pros- 
pects. 


models was Charles Keipper, vice 
president of the Buffalo Nipple & 
Machine Co., Buffalo, N. Y., a 
newcomer to the fold. 


ITH 69 distributors and men from the 

United States and Canada present, the 
Stewart-Warner Corporation held its annual 
refrigerator convention at the Drake Hotel in 
Chicago, October 29 and 30. A total attendance 
of 275 was recorded. 

The new line consists of eight deluxe models, 
four of which have porcelain exterior finish 
and three master models. The sizes are as fol- 
lows: Master models—457, 4.5 cu. ft.; 557, 5.64 
cu. ft.; 657, 6.3 cu. ft.; Deluxe models—567, 
567-P, 5.64 cu. ft.; 667, 667-P, 6.3 cu. ft.; 767, 
767-P, 7.4 cu. ft.; 867, 867-P, 8.1 cu. ft. 

Particular emphasis is given to exclusive fea- 
tures such as the improved Sav-A-Step, the 
automatic Slid-A-Tray, a 16-point large illumi- 
nated airplane type Cold Control, Reversible 
Evaporator Door, Vapor-sealed cabinet, “a 
cabinet within a cabinet,” and the twin cylin- 
der Slo-cycle compressor. A new note in re- 
frigerator design is apparent for Stewart- 
Warner has added color to the interior of the 
deluxe cabinet. Surrounding the cold control 
dial is a panel of jade green Tenite. Handles 
on the sliding vegetable and {fruit drawers are 
also of Tenite. as are the handles on the evap- 
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orator doors and other features. 

Winner of the 1936 cup for performance 
was the Stewart-Warner Alemite Co. of Kan- 
sas City, with a quota attainment of 176 per 
cent, while A. R. Tiller, Inc., of Richmond, 
Va., won a duplicate award with a quota at- 
tainment of 254 per cent in the second division. 

The meeting was conducted by John F. Dit- 
zell, refrigeration and radio sales manager. 
C. R. D’Olive, chief refrigeration engineer, 
presented the line and J. N. Golden showed 
talking motion pictures. F. R. Cross and A. B. 
Dicus presented advertising and promotion ma- 
terial and Hays MacFarland of the MacFar- 
land Advertising Agency presented the national 
advertising which consists of a nation-wide 
broadcast over the CBS network featuring 
Horace Hedit and His Brigadiers. F. A. 
Hiter, vice-president and general sales man- 
ager, announced the prices of the line and 
discount terms, together with advertising al- 
lowances. 

E. F. Brinsley of the C. I. T. Corporation 
explained the new finance plan which carries 
the feature of non-recourse to dealers and a 
floor plan which eliminates finance charges to 
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Stewart- 
Warner 


Holds 1937 


Convention 


Two hundred distributors and 
their men broke bread with John 
F. Ditzell, sales manager for radio 
and refrigeration, at the Stewart- 
Warner convention in Chicago, 
October 29. 


Holding up advertisements be- 
fore Stewart-Warner distribu- 
tors, Fred R. Cross, advertising 
manager, revealed that the 
familiar black and white de- 
sign was being carried over. 


Mrs. Charles R. D'Olive was present at the Stewart-Warner con- 
vention to hear her chief-engineer husband introduce the 1937 
vapor-sealed cabinet. 


dealers. The regular finance plan of no money 
down and three years to pay will be continued. 
A special finance plan of retail sales was intro- 
duced which permits purchasers to buy a Stew- 
art-Warner refrigerator during the Christmas 
season on a small down payment and with no 
monthly payment due for four months. 


a 
‘nig 
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HAT WAS EVER 


Small 


Venus de Milo 


appliances are a mass selling 
proposition; H. E. demonstrations reach 


the masses 


Small Appliances Need You’ 


ICTURE the home economist 

as a cool, marble Venus de 

Milo, high upon her pedestal 
—aloof from the crowd and not a part 
of it—and you will get an idea of what 
Miss Valentine Thorson, director of 
home service for the Northern States 
Power Company, Minneapolis, thinks 
of the trade in general. 

“It would all be a very pretty pic- 
ture,” says Miss Thorson, “if it were 
not for the fact that small appliance 
selling needs the sales help of these 
women. 

“Small appliances are obviously a 
mass sales proposition. They do not 
enjoy the backing of the same grade 
of sales talent that major items com- 
mand. With the upshoot of sales in 
general, my belief is that the small 


PAGE 10 


items have not gone ahead as fast as 
they should under present business 
conditions. 

“The answer is in the hands of the 
home economist who is meeting groups 
of women at one time. Small appli- 
ances are right down her alley. It is 
a pity, I think, that the average is so 
engrossed with the idea of dignity 
and professionalism that she feels she 
is stooping if she gives a sales talk 
on any item. Maybe I’m wrong, but 
I think that the money that pays her 
comes from the same till which pays 
the salesman — from merchandise 
moved across the counter.” 

“Those are strong words, Miss 
Thorson,” said the man from Elec- 
trical Merchandising. “What makes 
you think that if the home economist 


Miss Val Thorson of Northern States Power Com- 
pany points out a method of stimulating business 


puts her shoulder to the wheel, small 
appliance sales will get moving?” 

“Home economists have off sea- 
sons,” replied Miss Thorson. “It was 
an idea which we tried to keep busy 
in the dull season which makes me be- 
lieve in the possibilities. We pitched a 
display in our St. Paul office, and took 
waffle irons as an item. Supplied with 
bacon, cider, apples, corn, pecans and 
peanuts, we went into action with a 
ten minute lecture. The thought was 
to sell women on the necessity of serv- 
ing hot lunches to children coming 
home from school. We demonstrated 
how easy it was to prepare enough 
batter to last half a week. We baked 
waffles in endless variety, passed out 
samples of nut, bacon, pecan, peanut, 
apple and corn waffles and tastes of 
plain ones drenched with butter and 
syrup. These waffle irons sold for $8, 
$11.95 and $15. Ninety-five cents gave 
an iron to anybody whose credit was 
good. At the home economist’s elbow 
stood a sales girl. In two months’ time 
we hopped the sales of waffle irons 
from 50 to 375, all off that floor, mind 
you.” 

Out at Grand Forks, N. Dak., Ce- 
cilia Lee also went to town, proving 
that it wasn’t the personality of one 
woman that turned the trick. 

“Why shouldn’t the home economist 
click right at the point of sale?” Miss 
Thorson demands. ‘She’s talking on 
that appliance from the housewife’s 
point of view. By what she’s doing 
she paints in her brain a vision of its 
unlimited possibilities. This is a sys- 
tem that works on any appliance— 
during our last year of active mer- 
chandising, we sold 1,900 irons with 
a quota of only 1,200. Since 1933, as 
you know, Northern States Power 
Company effort has been devoted to 
sending sales to dealers, so we don’t 
give a true picture.” 

To give a crowd bright ideas for 
picnics, suggest a roaster for keeping 
things hot, Miss Thorson suggests. 


For a Sunday night tea, the waffle 
iron is convenient, as is a toaster and 
tray. For after theater groups there is 
the sandwich toaster. Cooking classes 
get a chance to see the handiness of a 
mixer or a tea kettle. For Mother’s 
Day, the mixer is a great gift. Even 
Valentine’s day finds people who re- 
spond to suggestions of casseroles and 
clocks. 

“Give recipes and let the crowd see 
you cook. Let them taste the samples,” 
advises Miss Thorson. “There is no 
need for the economist to behave like 
an auctioneer. But she should tell the 
price, the terms of the items she has 
been demonstrating, and if she cannot 
sell it, she can suggest that the women 
stop at the small appliance table as 
they go out.” 

Downstairs at the Northern States 
Power Company Miss Harriet Bag- 
lien, manager of small appliances, al- 
ways finds out what is being demon- 
strated upstairs each day and puts out 
a display. Even this distant a tie-up 
brings results, she told Electrical 


Merchandising. 


MISS VAL THORSON .. . believes that 
the way to the pocketbook is through 
the stomach 
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PLACED 
PREVIEW 


1937 


Amazing New Line Scores 
Smashing 


THE 1937 NORGE HOME APPLIANCES shown in a special preview In addition to presenting prod- 
ucts with the greatest natural 
to Norge distributors caused the greatest sensation in the history of the com- sales appeal ever found in any 


lete line, N - 
pany. Backing their tremendous enthusiasm with $15,000,000 worth of signed eisai cop enn phe 
nounced the biggest sales 
orders, the distributors attending the meeting predicted that Norge would cause promotion and advertising cam- 
paign in its history! Alert deal- 


the greatest buying wave in home appliances that the industry has ever seen. oss wilt Gil teae Bw bo: Ge 


Again Norge leads with products that sell on sight! Norge Profit Parade immedi- 


ately. Liberal finance plans 


WORD WISE DEALERS: WAIT! 


DEALERS: MAIL COUPON NOW! 


NORGE DIVISION Borg-Warner Corporation 
Detroit, Michigan. 


Please send me full information on the 1937 Norge line and details 
of the Norge dealership proposition: 


NAME 


ADDRESS 


ciTY__ __STATE_ 


ROLLATOR REFRIGERATION (DOMESTIC AND COMMERCIAL) e GAS AND ELECTRIC RANGES e WASHERS AND IRONERS e WHIRLATOR OIL BURNERS e FINE-AIR FURNACES © AIR CONDITIONING e CIRCULATOR ROOM HEATERS 
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be a Norge 


Why 
lectrical 


ontractors 
Should 


erchandise 


Here's a sample of the crowd that visited 
Richardson-Wayland during a radio show last year. 


rible to come in contact with. That I to maintain leadership in the electrical 
believe is one of the reasons why our field, it is up to the electrical con- 
industry has been so long in making tractors NOW to take the lead in 
progress. Things are different today. electrical merchandising before it is 
We get together and talk over our too late. 

problems in the various communities, Why should we as electrical con- 
in the State Organizations, and then tractors sit idly by and permit some 
on into the National Organizations. one else to make the sale of these 
That to my mind is the thing that is electrical appliances and reap the 
leading to a better understanding profits that are to be obtained from 
among the electrical contractors and their sales, and we be satisfied to 
will assist in meeting the problems merely do the wiring that is necessary 


that we are confronted with. for them to function properly. In a 

Practically every major electrical good many cases, these appliances that 

By J. M. RICHARDSON appliance that is sold today requires should be sold by electrical contractors 
Prenitent, ——S aytend Ce., the services of the electrical contractor are sold by people that are not inter- 


for them to be properly installed, and ested in the future development of 
this is also true in a great number of the electrical industry. They are in- 


fom tal the the smaller appliances, because terested only in the profit of the sale 
Nationa Llectrica ontractors 3 e 
Association at Atlanta, Ga those instances additional receptacles and not in the service that it will give 


are required. Therefore, if we expect the ultimate consumer. 

When the public buys an electrical 
appliance, they expect to get value re- 
ceived. If that appliance does not 
properly meet the expectations of the 
purchaser, he becomes dissatisfied and 
is a knocker for electrical appliances 
rather than a booster. Then, who in 
turn suffers—The entire electrical 
industry and not just the one that 
made the sale. 

When you go to buy an automobile. 
you consider the services that vou 
expect to get with it. In doing that, 
you don’t go to a merchant that sells 
shoes or other various things, you 
go to a reputable automobile dealer, 
because that is the man you know is 
in a position to give you full value re- 
ceived and to service the car that you 
purchase. If that be the case, why 
shouldn’t the public come to the elec- 
trical man to make their purchase of 
electrical appliances, and I believe 
they will, providing that the electrical 
man can give the service that is ex- 
pected, and if the electrical contractor 
will give a little of his time to thought 

(Please turn to page 14) 


AM of the opinion that the ma- 

jority of the electrical contractors 

of this country should take the 
lead in merchandising electrical ap- 
pliances before it is too late, and I 
will give you my reasons for this 
opinion. 

The average electrical contractor to- 
day is interested in the promotion of 
his business as an industry. He is 
doing things today that years ago he 
would not have dreamed of doing. He 
is trying to get ideas so that he may 
operate his business on a profitable 
basis. In fact, today as I go from 
place to place over this country and 
contact my various competitors, I 
find that they have a different con- 
ception of business from that of years 
ago. They are glad to meet a com- 
petitor and discuss their business 
problems. Why, ten years ago, there 
were very few men engaged in the 
electrical contracting business that 
considered another electrical con- 
tractor as a friend. A competitor was 
looked down upon as cies ter- Model electric kitchen in the Richardson-Wayland store in Roanoke. 
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The Rotomatic Flashlight refails at $1.25 com 
plete with cells. No. 2 Deal includes 6 Rotomatic 
Flashlights, Cells and free 
- Useful, handsome, unusual -- these are essen- 
at tials of a perfect gift. And that’s whatseekers ==> 
le, in Ray-O-Vac flashlights. Ray-O-Vac's retail 
” _ from 44c on up to the 5 cell Extra Long Range Search- © 
Is - light at $2.75. On this page we picture the Ray-O-Vac “Big 
Sellers,” all of them furnished complete with beautiful displ 


COM 


NY 
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THIS VOSS 


BOX" 


IS THE KEY TO THE 
MOST EFFECTIVE AND 
PROFITABLE MERCHAN- 
DISING PLAN IN 

WASHER HISTORY 


to VOSS Merchandising Plan for 
1937 is the most original, most com- 
plete plan in VOSS' history. This Plan 
will: 

Send prospects into your store 
®@ Make your Washer Department one of 
the most profitable in your store @ Make 
your store the center of favorable publicity 
among women @ Keep your sales force ‘‘on 
its toes’ @ A nation-wide VOSS advertising campaign directed 
to 15 million readers will support your efforts 


Inquire about this Big VOSS Plan 
at the January Furniture Show, SPA C . 5 1 5 o 4 
American Furniture Mart, Chicago. 


VOSS BROS. MFG. CO., Davenport, lowa 


EVERYTHING YOU CARRY IN STOCK 


by Nation-wide Railway Express... 


Whatever you have to ship that’s transportable, Railway Express 
will handle. There is nothing like it for speed and dependability 
on run-of-stock orders. As for spare parts and replacements, 
Railway Express, with 23,000 nation-wide offices, is a “natural,” 
especially with Air Express on call, 2500 miles overnight and 
quick connections at key points with fast express trains. You 
save days on deliveries, as hundreds of concerns in your field, 
wholesale and retail, have found out to their profit. 

Railway Express rates are low and economical and include 
insurance of $50 on each shipment. Extra insurance, 10c per 
$100 valuation. Prompt pick-up and delivery in all cities and 
principal towns without extra charge and receipts to show 
arrival in good condition. C.O.D.’s are a Railway Express spe- 
cialty. ‘Phone any Railway Express office for service and 
information on your regular and holiday shipments. 


RAILWAY EXPRESS 


AGENCY INC. 
NATION-WIDE RAIL-AIR 
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SERVICE 


Why Electrical Contractors 
Should Merchandise 


and study of the merchandising busi- 
ness, he can equip himself at a very 
little expense to give this service. In 
doing this, he will keep the sales of 
electrical appliances in the channels in 
which they justly belong. 

| believe that the manufacturers as 
well as the power companies look for- 
ward with anticipated pleasure to see- 
ing the day that the great electrical 
contracting industry will take the 
major leading part in electrical mer- 
chandising, and I say this from my 
own experience. 

I live in the city of Roanoke, Vir- 
ginia, served by the Appalachian 
Electric Power Company which is 
owned by one of the largest public 
utility companies in this country. This 
company up until a few years ago sold 
practically every kind of electrical ap- 
pliances and justly so, because the 
electrical people in our community at 


| that time did not show any interest 


in this part of the business. 

The electrical contractors were com- 
plaining about the activities of the 
power company in selling electrical 


| appliances and the methods that they 


employed in disposing of them. We 
electrical fellows got together and 
discussed the situation. Some of us 
raised the question “What are we 
going to do to get our part of this 
business?” Then we began to analyze. 
We found out and came to the con- 
clusion that we had no complaint be- 
cause up until that time the electrical 
contractors in our community had 
taken no interest at all in promoting 
and selling electrical appliances. We 
began taking interest in this end of 
the business and found that without 


| any hesitation on the part of the 


power company that they were per- 
fectly willing to co-operate in every 
way. Representatives of the power 
company and representatives of the 
electrical contractors got together and 
discussed various things. 

What has happened? Now for more 


CONTINUED FROM PAGE 12 


than three years this company has n 
sold an electrical appliance exce;: 
ranges and water heaters, and th 
are sold at the same price and on t! 
same terms as the electrical dealer 
sells them. Not only this but the 
power company assists the dealer, 
he so desires, in making these sales, 
and they have assured us that they 
would be glad to discontinue the 
selling of these appliances just as soon 
as the dealers show that they can carry 
on these activities to the advantage of 
all. Who has profited by this co-oper- 
ation? The power company as well as 
the electrical dealer. 

Listen to this—The power com- 
pany’s residential KW hrs. sales at 
Roanoke from September, 1933, to 
September, 1936, has increased almost 
40 per cent. From annual sales of 
11,421,000 in September, 1933, to 15,- 
716,000 in September, 1936. 

The electrical dealer made a profit 
on every appliance sold; not only this, 
but the people using electrical appli- 
ances in our vicinity are satisfied with 
the purchases they have made and are 
buying additional appliances every day. 
We have approximately 19,000 con- 
nected meters. A co-operative twenty- 
day lamp campaign, sponsored by the 
power company has just been com- 
pleted and more than 8,000 I.E.S. 
Lamps were sold during this cam- 
paign. 

Now comes the question—How can 
this be done without the expenditure 
of a lot of money? I can answer this 
if you will pardon me for referring 
to our business. 

When we started in business as elec- 
trical contractors, we stocked elec- 
trical appliances. They were placed in 
shelves and showcases or sometimes 
left in boxes. No thought was given 
to the arrangement of the various 
things in our showroom. Yes, we em- 
ployed a retail clerk. Most of the 
time he was repairing irons, etc., and 
if a customer did happen to come in 


General view of the appliances on display at Richardson-Wayland, 
contractors of Roanoke 
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to look at something, most likely he 
would have to wash his hands and 
finally find the appliance the customer 
was interested in, and nine times out 
of ten, he would have to take a cloth 
and wipe off the dust and then find 
a catalog and see what the price of it 
was and many other actions similar 
to this. 

Now you may laugh, but that de- 
scription will fit a large number of 
so-called electrical dealers today, who 
are moping around and complaining 
that they can’t make money in selling 
electrical appliances because of the 
power company’s activities or the 
manufacturers placing their merchan- 
dise in other outlets besides the elec- 
trical dealer and many other com- 
plaints too numerous to mention. At 
least that was what we were doing 
until a few years past when we made 
a change, and it did not cost a lot of 
money to make that change. 

Our store was rearranged to make 
an attractive display room so that 
merchandise could be properly dis- 
played. We decided that all merchan- 
dise handled by us must be of a rep- 
utable manufacturer who was willing 
to share in the cost of promoting the 
sale of his appliance. A sales manager 
was placed in charge of what we 
called all retail sales. A policy was 
adopted that all salesmen must be 
properly coached by the sales manager 
in reference to the product they sell 
before going out as a representative 
of our company. The sales manager 
holds a thirty-minute meeting every 
morning with all members of the re- 
tail department. In addition to this, a 
one-hour meeting is held every Mon- 
day evening with all employees of 
the retail department. At these weekly 
meetings, there is always something 
different. One evening will be given 
to the discussion of a particular prod- 
uct. One evening to discussing the 
approach to a prospect. Then some- 
times, a representative of a manu- 
facturer will talk to them. 

We have one saleslady and two 
salesmen on the floor all the time. 
Their duties are to see that every 
customer receives prompt attention 
and to keep appliances properly ar- 
ranged in the store at all times, etc. 
We employ from six to ten outside 
commission salesmen. Some of these 
have made as much as five thousand 
dollars a year. 

Now remember, we are located in 
a city with a population of 69,000. 
We have only added, in addition to 
what we had before we made this 
change, three salaried people. All 
others being paid on a commission 
basis, and there are five other elec- 
trical dealers in our city with show- 
rooms located in the business section 
of the city. For the year of 1936, we 
will do in our retail department alone 
more than $150,000 of electrical mer- 
chandising business. We know it is a 
profitable part of our business, and I 
know electrical merchandising can be 
made a profitable part of practically 
every electrical contractor’s business 
if he will handle it on a merchandising 
basis and the contracting industry will 
profit as a whole by keeping the elec- 
trical merchandising business as a 
part of the business of the electrical 
contractors. 
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STOPPING IN NEW YORK 
THIS TRIP, BILL? 


THE WORLD’S 2 TALLEST HOTELS 
ARE ABOUT THE SAME HEIGHT... 


ONE OF THE 7 

WORLD'S 2 
TALLEST HOTELS 
~~~ THEY'RE BOTH 


NM 


World’s Tallest Hotel Second Tallest Hotel 
The Waldorf-Astoria » N.Y.C. The Sherry-Netherland « N.Y.C. 
625 ft. 620 ft. 


but the BIGGEST MAGAZINE 


is double the size of the second biggest! 


ONCENTRATING 
6,000,000 weekl 
biggest buying areas 


everyday necessities 


There are 3,074 counties in the country, 


624 of which contain 


are made in these counties by 68% of ail 


87% of its nearly buildingsupport isgiven retailers by manu- 
y circulation in the facturers who use its advertising columns 
in the nation, The to reach the world’s richest market! 
American Weekly proves itself the great- 
est single selling support any retailer can 
have whose merchandise consists of the 


What The American Weekly is 
The American Weekly isthe largest mag- 


and luxuries of life. azine in the world. It is distributed through 


the great Hearst Sunday Newspapers. In 


all cities of 10,000 or 627 of America’s 995 towns and cities of 
more population. 81% of ail retail sales 10,000 population and over, The American 


the country’s families. In these 624 coun- 


ties 87% of The Ameri 


can Weekly’s circula- 


tion goes into the buying homes every week! 
The nearly 6,000,000 circulation of 


The 
AMERICAN 
WEEKLY 


The American Week- 
ly is double that of 
any other magazine . 


Weekly concentrates 67% of its circulation. 


In each of 174 cities, it reaches better 
than one out of every two families 


In 144 more cities, 40 to 50% of the 
families 


In an additional 134 cities, 30 to 40% 
In another 175 cities, 20 to 30% 


. and, in addition, more than 2,000,000 


—by far the world’s «families in thousands of other communi- 
mightiest selling ties, large and small, regularly buy and 


THE 


Greatest 
Circulation 
in the World 


force. And this sales- read The American Weekly. 


NEARLY NEAREST 
000 COMPETITOR 


6,000, 
CIRCULATION CIRCULATION 


‘The National Magazine with Local Influence”’ 


Main Office: 959 Eighth Avenue, New York City 


ELECTRICAL MERCHANDISING—DECEMBER, 1936 


PAGE 15 


= “4 | 

aler WHERE ARE YOU “ 

of 
15,- 
ofit 
his, 
pli- 
ith 
are 
lay. 
on- 
ity- 
the 
m- 
an 
ure 
his 
ing 
| 
in 
1€S 
en 
us 
he 
nd 
in 
/ 


/ 


It not/only watches 
ELECTRIC “OVEN TEMPE 


Waar a talking point for your salesmen! Here is an electric oven- 
heat-control that not only watches the temperature, but lights up and 
stays lighted all the time the oven is on. Not too harsh a light; but a 
beautiful glow that shows through a handsomely shaped window. 


But the biggest feature of all is 
the red signal! It comes into view 
when the oven reaches the tempera- 
ture set by the user. 

Thermal Eye gives a selling-plus. 
It removes all oven doubts and 
cooking mistakes. Display electric 
ranges equipped with Thermal Eye. 
They'll be your leaders. 

The Robertshaw engineering lab- 
oratory is available to range manu- 
facturers who want to equip with 
Thermal Eye controls. Write for in- 
formation. 


ROBERTSHAW THERMOSTAT COMPANY. YOUNGWOOD, PA. 


Manufacturers who have specialized in thermostats since 1899 


Over 2,700,000 Robertshaw Oven-Heat-Controls in Use 


ROBERTSHAW 


OVEN ~-HEAT- CONTROL 
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Here is one of the “professional” 
shows put on at the Electric Institute of 


Denver. 


HEN G. B. Buck, commercial 

manager of the Public Service 

Company of Colorado came to 
face the problem of telling the Better 
Light-Better Sight story to his cus- 
tomers, he decided against putting a 
crew of home lighting demonstrators 
into the field. In the first place, he 
felt that the young woman who must 
tell the same story over and over in 
different customers’ homes, sometimes 
ten or twelve times in one day, must 
inevitably lose some of her enthusiasm 
in the telling and could not help but 
deteriorate as a sales agent as the day 
wore on. Moreover, home conditions 
were not ideal; she could talk about 
good lighting, but it was difficult to 
show the woman just what was 
meant; telephone and children and 
doorbell interruptions often broke in 
at the psychological moment and 
spoiled the effect. In fact, the whole 
thing was rather like an amateur 
theatrical given without adequate re- 
hearsal and with makeshift properties. 
He determined to do the job in a pro- 
fessional manner. 

The result was the Electric Insti- 
tute, which, essentially, is a vehicle by 
means of which the lighting story can 
be told under ideal conditions once or 
twice daily to one hundred women at 
a time, instead of less favorably one 


And this is one of 
the model rooms at 
the Electric Institute 
where the lighting 
and furnishings are 
changed from time 
to time to present 
fresh angles. 


hundred times to each individually. 
It is located in the basement of the 
Public Service Building at Denver, 
reached by means of a stairway 
through the store, or by means of a 
special elevator operated from the 
main lobby of the building. This 
gives easy access to the Institute even 
at hours when other offices and serv- 
ices of the building are closed. Here 
are located a small auditorium, with 
stage and adjacent room size alcoves 
in which are displayed a model 
kitchen, living room and dining room. 
This latter may be moved about and 
transformed at will into any other 
type of room as desired. These 
quarters are offered to local organiza- 
tions for their meetings free of charge. 
They may play cards, or furnish their 
own speaker or put on a play as they 
may wish, serving their own refresh- 
ments during the course of the after- 
noon or evening. The company in 
return asks only for a brief period to 
explain exhibits. Card tables and 
chairs are available. The utility also 
furnishes bridge scores and other 
small accessories, each, incidentally, 
with the lighting story printed on it 
somewhere. J. T. Coatsworth, direc- 
tor of the Institute and Miss Elsie 
Lorenz as hostess are on hand to ex- 
plain everything and to answer ques- 
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Public Service of 
Colorado do away 
with home lighting 
demonstrators and 
put on expert, pro- 
fessional shows in 
their own Electric In- 
stitute 


ral Show 


tions. A maid is furnished by the 
company who assists in the prepara- 
tion of refreshments and who washes 
the dishes afterwards in the electric 
dishwasher. Which, by the way, is a 
revelation of convenience to refresh- 
ment committees, who show a special 
interest in this feature of the after- 
noon’s proceedings. Dishes and 
utensils, of course, belong to the com- 
pany. A second kitchen in the ad- 
joining basement space is used for 
these utilitarian preparations, the ex- 
hibit kitchen being reserved for the 
talk and public demonstration. Clubs 
must book dates in advance and are 
limited to once a year. The schedule 
is usually filled for months ahead. 

Nor is the use of the Institute con- 
fined to women’s organizations — in 
fact about 30 per cent of the attend- 
ance during the past year was men. 
They are just as interested as the 
housewife in the home conveniences, 
too—and ask just as many questions, 
about kitchen as well as lighting prob- 
lems. Attendance averages about 75 
per meeting, although frequently 150 
or more have been accommodated. 
The total comes to about 2,000 per 
month. 

The story told is that of lighting 
and kitchen convenience, with em- 
phasis, of course, on any special cam- 
paign which the company may have 
under way at the moment. The dining 
room is usually specially decorated ac- 
cording to the occasion, or season. In 
June, for instance, the table was set 
for a bridal party, with electrical 


THE ARCTIC’S 
frigid blasts and icy 
water, chill not the 
Polar Bear — well 
protected by his 
coat of fur. 


UsT AS the Polar Bear is protected, to fit his environment—so are 

Chromel heating elements protected against the destructive oxygen 
of the air. A thin, dense, tightly clinging coat of oxide forms on 
Chromel which is thus protected, somewhat as wood is protected by 
paint. And thus Chromel is very durable. . . . This durability, in turn, 
protects the good name of the device maker who uses Chromel 
for his heating-elements. And the good service that device gives, 
protects the good name of you, the dealer who sells it. And finally, 
of course, our own reputation is entrusted to Chromel—the discovery 
of which in 1906 created the heating device industry. All these 
facts, we believe, invite your confidence in devices that are Chromel 
equipped. . . . Hoskins Manufacturing Company, Detroit, Michigan. 


PAGE 17 


Wy 
7, 
Lp. 
= 
- 
) 
’ 
t 
Oo Ss = | 
THE wite THAT MADE ELEGTRIG HEAT POSSIBLE 
ELECTRICAL MERCHANDISING—DECEMBER, 1936 


NEW SERVICE 


for aiding appliance and 
radio manufacturers to 


e GAIN ADEQUATE 
DISTRIBUTION 


e INCREASE SALES 
FROM PRESENT 
DISTRIBUTORS 


Starting in January, there will be available for the first 
time a publication that covers the entire field of elec- 
trical wholesale distributors and their salesmen. 


The Distributor's Salesmen will be devoted entirely to 
the merchandising of electrical appliances and radio. 
It will be published monthly as a separate section bound 
into ELECTRICAL WHOLESALING; the magazine of 
electrical distribution reaching 1,000 electrical whole- 
salers and their 4,000 salesmen—practically all of whom 
sell appliances. In addition, this new publication will 


Write today to circulate among 3,000 specialty distributors and their 
ELECTRICAL salesmen. 

WHOLESALING The advantages that this new publishing service offers 

330 W. 42 St. N.Y. C. appliance and radio manufacturers are too numerous to 


outline here. We urge you to write for our booklet, 
which gives complete details. 


gifts for the June bride well to the fore. 
The story of modernizing the home is 
told, of course, not only in the 15 to 
20 minutes allotted to the official ex- 
planatory talk, but also before and 
after meeting, while the crowd is 
gathering and in the period for visiting 
later while they drift about and visit 
and ask questions. An adjustable 
lamp and book are provided for read- 
ing tests to indicate the most favorable 
light—and practically every club 
member makes this experiment some 
time during the afternoon or evening. 
The company also provides light 
meters which it will lend customers to 
take home to make the tests in their 
own home—and usually there are a 
number of requests for this service 
each day. Talking pictures on lighting 
and other electrical subjects fur- 
nished by manufacturers are avail- 
able, with projecting facilities. Usu- 
ally one or more of these is used to 
supplement each program, or, if de- 
sired, they can be used to furnish an 
entire afternoon’s entertainment. All 
attending the meetings are asked to 
register on cards provided, but a 
point is made of not using these cards 
if a special interest is shown and a 
employees. In fact it is planned that 
every man and woman in the elec- 
trical industry of Denver shall visit 
the Institute at least once a_ year. 
Whenever a special campaign is on, a 
meeting here usually offers the op- 
portunity to present a complete picture 
of sales possibilities to those whom it 
is desired to interest. 

Results from this auditorium have 
been se satisfactory that the company 
is now adding a similar gas head- 
quarters, which will be known as Hos- 
pitality House. This is intended to 
lighten the home service burden of 
the company by bringing the house- 
wife to headquarters, rather than by 
sending the girl to the home in the 
same way that the Electric Institute 
has taken the place of home demon- 
strations of lighting. Incidentally it 
is hoped to raise the dignity of gas 
service in the minds of the customer 
from a matter of mere basement pipes 
to the dignity of recognized modern 
convenience. This is to be an individ- 
ual rather than a group service, with 
daily talks to which admission is to 
be by card and personal invitation. 
Individual conferences are also to be 
arranged, discussing the housewife’s 
problems here rather than in her own 
kitchen. Many electrical features are 
to be included, among them an exhibit 
of combined furnace and air condi- 
tioning equipment. There will be a 
model kitchen and modern bathroom, 
an exhibit explaining the operation of 
a meter and a number of floodlighted 
appliances. Talking pictures will be 
used, as available from manufacturers, 
supplemented by others which the 
company may make to suit their own 
needs. 

Can these centralized demonstra- 
tions entirely supplant a home service 
and lighting demonstration depart- 
ment? The Colorado company be- 
lieves that in large measure they do 
supplant these demonstration depart- 
ments and in addition they render a 
service of their own through the very 
professional excellence by which they 
present the story. 
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DOES IT AGAIN-WITH 


FOR YOUR 
MONEY! 


MORE FEATURE 


hear it everywhere —"The new 1937 

Stewart-Warner is twice as good as the one 

that boosted sales 127% last year!” It’s your best 

bet for 1937 sales because it offers your customers 
a) MORE FEATURES FOR THE MONEY — it’s 

your best bet for 1937 profits because of its amaz- 
<a ing freedom from service troubles. 


Best of all, Stewart-Warner alone offers you these 
three advantages that let you start selling RIGHT 
NOW— give you a big jump on competitors: 


1. New Floor Plan with No Finance Charges! 
Stewart-Warner alone offers this brand new plan that 
makes it possible to install a floor showing of this mar- 
velous line immediately —and pay nothing for finance 
charges! 


2. Exclusive Retail Finance Plans! You get all 
the advantages of the Stewart-Warner-C.1.T. 100% Ad- 
vance and Non-Recourse Finance Plan. You can feature 
“no money down” terms, yet have no repossession wor- 
ries—and every Stewart-Warner sale is a cash sale for 
you. No waiting for YOUR money! 


3. Powerful Selling Helps! Everything you need 
for selling is back of the 1937 line! From Horace Heidt 
and his famous Brigadiers on a coast-to-coast network — 
to handsome, attention-compelling displays for your 
store . . . The big chrome and blue background shown 
below is just one of the displays available. Let your 


Including h Field With Stewart-Warner distributor tell you how to get this 
Warner Leads the WANISM display, and give you full information on the 1937 
Stewart- CLE Stewart-Warner set-up! 


ore 
pout—™ 
more to talk at refriget- 
big featu e outstanding 
32 big 


at new refrigerator 
li as outside! 


STEWART-WARNER CORPORATION, CHICAGO, ILLINOIS 
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USINESS 


When Leslie Ross went into the contracting game 
in 1915, Roy W. Springer, left, was with him. 
years ago this gentleman became owner. 


panion and “right hand man” 


UMEROUS dealers are of the 
opinion that small, traffic build- 
ing electrical gadgets cause too much 
trouble for the profit made, so let this 
business go to the chain drug, dime and 
variety stores. This isn’t the thought 
of the Ross Electric Company up in 
Superior, Wisconsin, for this firm works 
on the supposition that a fuse buyer 
might become an appliance prospect. 
Founded as a contracting organiza- 
tion back in 1915 it was a later idea 
of the management that appliances 
could be sold in conjunction with the 
wiring end of the business. Today this 
phase accounts for fully half of the 
total volume. 


RANGES Electric ranges form 

a separate display unit 
of their own in the main display 
room. 
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is Martin S. Borgh 
who joined the company back in 1916. 


Nine 
His com- 


The majority of the 35,000 inhab- 
itants of Superior are laboring people, 
employed at the ore docks, railroad 
yards, grain elevators or flour mills. 
They are, therefore, value-seekers and 
appreciative of honest treatment, good 
service. Chain stores are plentiful in 
the town, their prices are attractive, 
but the Ross Electric forgets them and 
operates at a profit, maintaining a staff 
which includes a bookkeeper, five sales- 
men, three service men and three 
electricians. 

Shown pictorially are some of the 
functions of this organization and the 
part each contributes to the general 
prosperity of the business. 


MAJOR APPLIANCES Of 


course 
a stock of refrigerators, washers 
and ironers is maintained. 


STORE INTERIOR 


FIXTURES Wall brackets, hanging fix- 


tures and portable lamps 
are displayed on the balcony. This room 
is so wired that 75 pieces can be lighted. 


Looking down on the main display room from the fixture room. 


STORE EXTERIO 


R Located on 
Tower Avenue, 


the main thoroughfare of Superior, the 
store is well situated. Window displays 
are effectively used to attract shoppers. 


The repair department is equipped for 


handling 
ailing washers, refrigerators, radios, irons. 


SERVICE 


Possibly it’s a_ radio, 


RADIO sun lamp, vacuum 


cleaner or desk lamp the prospect 
wants. Here they are. 


WIRING Maybe the man of the 


house does his own 
wiring. In that case he can buy 
his requirements at Ross Electric. 
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First class accommo- 
dations now available 
for live refrigerator 
dealers who want to 
make money in ’37. 


WESTINGHOUSE, 
Refrigerator Division, 
Mansfield, Ohio 
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Is The Five-Year 
Guarantee Necessary ? 


A recent trip into the field reveals the fact that 
electrical dealers are highly dissatisfied with the 
epidemic of five-year guarantees which seems to 
have broken out in the national advertising of 
electric refrigerators. The point is, of course, that 
the advertisements are worded to give the cus- 
tomer the impression that the merchandise pur- 
chased is warranted against interruption of what- 
ever character over a five-year period, whereas 
this is not intended at all. The manufacturer is 
guaranteeing his wares only against defects for 
which he is responsible. 

The result is that the customer comes back to 
the dealer expecting free service in all sorts of 
emergencies over a five-year period and the dealer, 
fearing to lose the good will he has carefully 
built up, finds himself holding the bag. 

Originally the guarantee found an excuse for 
itself in that it was the exclusive promise of one 
company and so formed a sales argument for the 
salesmen handling that line. Now, when prac- 
tically every manufacturer makes the same prom- 
ise, it does not even offer a talking point against 
rival makes. To be sure it sounds well to mention 
the five-year period, but in fact would not a one- 
year guarantee against defects actually give op- 
portunity for physical weaknesses to reveal them- 
selves, and in practice be sufficient safeguard for 
the customer ? 

The situation cannot be entirely pleasing to the 
manufacturers, who at least must go to the ex- 
pense of investigating calls for service through 
i full five years in order to determine whether or 
not they come within the meaning of the guaran- 
tee. Would not a truce and a return to a shorter 
guarantee which can safely be met by the dealer 
with an.equivalent term of free service be of bene- 
fit to all concerned ? 


v 


Gloomy Prosperity 


fhe most amazing phenomena of several dec- 
ades is this country’s non-acceptance of renewed 
prosperity. 

We had a tough period of depression during 
which buying dropped to mere necessities, com- 
pensation was cut to the white bone, employees 
ranging from vice-presidents to window-washers 
were tossed into the bread-line. Cheap politicians 
and adolescent college professors will tell you 
why all this happened but we are not much in- 
terested in autopsies. 

Give the corpse of depression a decent burial, 
we say, and turn your face to the sun. 
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In England they developed a ritual which might 
well be applied to American business today. To 
explain: when an English army officer of rank 
was buried, the cortege, marching at slow-step, 
with arms reversed, followed by a band playing the 
most soul-rending dirges: after the cemetery cere- 
mony, the band swung around, the drum major 
did his fanciest tricks with the gold knobbed 
baton, and the detail marched smartly back to 
barracks to the liveliest tunes the bandmaster 
know. 

The Tommy who escorted me explained: “The 
old bloke is dead and we done him proper honor. 
Now we gotta carry on.” 

We believe that spirit should guide us with 
respect to the deceased depression. 


v 


What Is Selling ? 


Well, of course, selling is largely a matter of 
buying. The merchandise must pass muster in the 
community where it is offered for sale. 

The story is told of a bright young American 
merchant who took a vacation trip to one of the 
Latin countries. He observed what he believed 
to be a grand opportunity to embark in the grocery 
business in one of the prosperous and delightful 
cities he visited. Having a bit of money and a 
fair knowledge of the language, he did so em- 
bark, and among the items of his stock was a well 
and favorably known brand of deviled ham, the 
label of which depicts a bright red devil. 

Heavenly days! The natives, when they saw 


these cans, thought he was trying to sell canne |! 
devil’s meat and with Latin tempestuousness they 
ran him out of town and had his wrecked stor 
sprinkled with Holy Water. 

Nor can you blame them. The lad just didn’: 
pick the right merchandise for the community h, 
so eagerly sought to serve. 

Selling begins with the purchase order. Th: 
true merchant is not the mouthpiece of a manu- 
facturer; he is the purchasing agent of his con- 
stituancy. 


v 


Cooperation Works 
In Utah 


Here’s the cooperative record of the Utah 
Power and Light Company :—In 1934 the com- 
pany was active in the competitive merchandising 
and feeling among dealers was comparativel, 
strong against them. Dealers in Salt Lake had 
among them three salesmen in the field. 

Then the power company established a dealer 
coordination department. A genuine attitude of 
cooperation was adopted. Dealers were encourage: 
to sell—given advance notice of power company 
specials and aided in putting them across. Th« 
Home Service department was set up to function 
as much for the dealer as for the power company. 
Classes were given to dealers and dealer sales- 
men, demonstrations were put on in dealer stores, 
cooking schools were staged for the dealers’ bene- 
fit. Home service girls followed up sales of ranges 
whether made through utility or dealer channels. 
At the same time the power company salesmen 
were encouraged to help dealer sales. They were 
paid commissions on a kilowatt load basis for 
sales to a customer whose name they had regis- 
tered as a prospect, even though the dealer made 
the sale. The dealer coordination department put 
sales counselors in the field, one man for every 
100 dealers. These men kept in touch with the 
problems of the stores in their district, gave ad- 
vice and assistance. 

The result has been outstanding. Instead of the 
three dealer salesmen which existed in 1934, today 
there are thirty. Dealer sales increased from 
$2,500,000 in 1933 to $3,384,629 in 1935 and this 
year the quota of $5,000,000 will probably be ex- 
ceeded by a full $1,000,000. All this has been 
accomplished without lowering power company 
sales. Cooperation, in Utah, has proved to be 
pure gain to everyone concerned. 


“| didn’t want him to 

put that screen door 

on but he complained 

about a fly in his ice 
cube.” 
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There’s still time to get this fam6us 
“double value” Premier to yous wcus- 
tomers for Christmas. Write ee 
us immediately about the Prenifer 
franchise. Other dealers are ‘4 
places with this great value. 


can—if you act now! 


PRICE OF 


995 


and customer’s old 
cleaner. Prices slightly 
higher west of Rockies. 


Profit Champion of '36 
Your Best Bet for '37 


Premier’s line of qualit 
vacuum cleaners is comple 


The Premier special co 
nation (of two 
brush cleaners fi price 


of one) and 
old cleanggag@he gréatest bar- 


Ps ever made by 
iz e "Now is the time to 
f ash in on this marvelous offer. 


TWO MOTOR DRIVEN BRUSH CLEANERS FOR THE PRICE OF ONE 


PREMIER DUPLEX 
MODEL © 


The Premier Model 4 
with Search-Lite, rwo- 


; PREMIER MODEL 
PREMIER 47 


Premier “47"— with 


speed motor, vibra-beat SPIC-SPAN Search-Lite—a lower 
brush gad stroager MODEL 34 Handy priced mcdel with 
suction, ig “The Stand- cleaner with 101 uses. dozens of fea. ures usu- 
ard of Vacwam Cleaner Another outstanding ally found oni, in the 


Excellency.” value for the price buyer. highest priced cleaners. 
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MADE MONEY WITH 


| IN 1936......and in 1937 the 
)\ GIBSON FRANCHISE WILL BE 


MORE VALUABLE THAN EVER” 


A LOT of home appliance salesmen are going to see more 
wisdom and profit in selling the new 1937 Gibsons, rather 
than selling against them. 


The GIBSON franchise naturally attracts men with ability, 
aggressiveness and business judgment who are interested in 
selling an almost trouble-free refrigerator of quality construc- 
tion and established superior performance. In 1937 the 
GIBSON dealership in every community will be even more 
valuable than it was in 1936. 


There will be just two reasons for this: 


THE GIBSON PRODUCT — THE GIBSON PROGRAM 


THE GIBSON PRODUCT 


The “Plus”? Conveniences 


Genuine reasons-for-buying. Only Gibson will have the Magic 
Freez’r Shelf—the most sensational customer persuader ever 
put into any refrigerator. 


Thirteen other real sales-getting features. Some refrigerators 
will have some, some will have others; but only Gibson will 


have all 14! 


The Cabinet Itself 


Sales-producing beauty, plus an exclusive insulation sealing 
process that insures permanent freedom from condensation 
difficulties. 


The Hidden Values 


The famous Hermetically-Sealed Twin-Cylinder MonoUnit 
Compressor. Servicing at an all-time low. A proven economi- 
cal-operation story that will decisively blast all far-fetched 
competitive claims. 


THE GIBSON PROGRAM 


Stripped for action, Gibson’s 1937 sales program will reach 
directly through to the retail salesman. He will get money- 
making information. He will be aided by effective advertising. 
This program will permeate the selling organization of every 
Gibson distributor and dealer. 


GIBSON 


ELECTRIC REFRIGERATOR CORP., GreeNviite, MICH. 


GIBSON FURNISHES A COMPLETE LINE OF COMMERCIAL REFRIGERATING MACHINES. 
FOR UNWIRED HOMES —THE GIBSON KEROUNIT 
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KEROSENE BURNING REFRIGERATOR) 


Gibson invites inquiries from aggressive dealers and distributors 
who are interested in making money. If your territory is open, 
we will explain your possibilities with us in 1937. 


Only GIBSON Will 
Have “All 14” 


Freez’r Shelf, Swing-Shelf, Inside 
Light, Ribbon Shelves, Presto Ice 
Cube Trays, Built-In Thermom- 
eter, Deep Dessert Tray, Defrosta- 
jar, Free-Ease Tray Lifter, Presto 
Rubber Grids, Refrigeration 
While Defrosting, Vegetable 
Freshener, Sliding Shelf, Vege- 


table Compartment. 


Backed by more than 60 years of exclusive 
refrigeration experience, Gibson has given re- 
frigerator users more new conveniences and 
improvements in design than any 

other manufacturer. 
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Electrical Merchandising Review of the Menth December 


P.C.E.A. DISCUSS 
TRADE PROBLEMS 
AT HOLLYWOOD 


HOLLYWOOD —The annual fall con- 
clave of the Pacific Coast Electrical As- 
sociation commercial section was held in 
Hollywood, Calif., October 15 to 16. 
Under the leadership of H. C. Rice, 


merchandise manager of the Southern | 


California Edison Company, a_ wide 


range of topics was discussed. The ap- | 
pliance merchandising group, directed by | 


H. D. Conklin, southwest regional man- 
ager of the Edison General 
Company, drew up a schedule of prob- 
lems which the local industry must meet: 
(1) Leadership by the utility in the mer- 
chandising field, irrespective of whether 
or not it does direct selling of electrical 
appliances. (2) Establishment of local 
kitchen-planning bureaus to take full ad- 
vantage of electrical kitchen program. 
(3) Training of dealer salesmen. (4) 
Margins on electric ranges and water 


heaters are inadequate for successful 
merchandising by dealers. (4) Chiseling 
situation among electrical merchants 


must be met. (5) Small appliances re- 
quire more local promotion tying in with 
national program. 

Plans for promoting adequate wiring 


Oil Burner Men Show in 
Philadelphia March 15-19 


NEW YORK—The National Oil 
Burner and Air Conditioning Exposi- 
tion and Convention will be held March 
15th to 19th at Convention Hall of 
the Commercial Museum, Philadelphia. 

This is the third time in fourteen years 
that the oil burner industry has chosen 
Philadelphia as the site to exhibit to 
trade and public the newest develop- 
ments in its field. On these previous 


| occasions the event has been sponsored 


Electric | 


by the American Oil Burner Associa- 
tion, the predecessor of the Oil Burner 
Institute. Because so many members of 
the latter organization are closely con- 
cerned with air conditioning, the scope 
of the 1937 showing has been broadened 
to include full representation of air con- 
ditioning equipment. 


Officers of the Oil Burner Institute are | 


W. F. Brannan of Baltimore, president ; 
Earl Marr of New York City, M. F 
Cotes of Lansing, Michigan, M. A. Pow- 
ers of Detroit, J. J. Donovan of Bloom- 
field, N. J., and E. P. Bailey of Philadel- 
phia, vice-presidents; G. Harvey Porter 
of New York City, managing director, 


|; and C. F. Curtin of New York City, 


were discussed and a booklet to be fur- | 


nished prospective home builders was 
suggested. | . Case, president of the 
Quality Electric Company, Inc., led this 
discussion group. 


Advertising specialists discussed meth- 


ods of simplifying rate advertising and | 


also the better localization of the Better 
Light-Better Sight movement through 
power company leadership. How to re- 
store public confidence in the electrical 


industry was also a theme which received | 


particular attention by this group. 

W. J. Hungerford, chairman of the 
Los Angeles section of the Society of 
Heating and Ventilating Engineers, 
pointed out the need of a research pro- 
gram sponsored by both manufacturers 
and power companies in the air condi- 
tioning field. Special attention should be 
given to the feasibility of developing re- 
verse cycle refrigeration as a means of 
winter heating in Southern California, he 
suggested. 

Other topics of industrial and commer- 
cial interest made up a full program. 

On one evening those in attendance took 
in the Electrical Age Exposition which 
was then being held as part of the 
3oulder Dam opening celebration. 


Proctor Appliances Hit New Peak 


PHILADELPHIA, PA—With the 
introduction of the new Roast-Or-Grille 
sales of the Proctor & Schwartz Elec- 
tric Compan. Philadelphia, reached a 
new peak. Froduction has been stepped 
up to meet the buying demand. 

According to Walter M. Schwartz, Jr., 
Vice-President and Sales Manager 
“Sales are 358% ahead of 1935 and pro- 
duction is up 307%.” 


ELECTRICAL MERCHANDISING—DECEMBER, 


secretary. 


EHFA Signs Four More 


WASHINGTON, D. C.—The Electric 
Home and Farm Authority on October 
29 announced the closing of contracts 
providing for the financing of electrical 
appliance sales under the usual EHFA 
plan in the territories served by the 


Middle Tennessee Electric Membership | 


Corporation of Murfreesboro, Tenn.; 


NEMA TO START ADEQUATE 
WIRING DRIVE IN JANUARY 


Harold L. Ickes, Works Ad- 
ministrator, signs the govern- 
ment’s order for 16,697 West- 
inghouse refrigerators, valued 
at over $1,000,000, while A. E. 
Allen, Westinghouse vice presi- 
dent looks on, well pleased. 


the Whitley County Rural Electric Mem- 
bership Corporation, Columbia City, 
Ind.; and the Board of Lights and Wa- 
terworks, Marietta, Ga., and the South- 
west Tennessee Electric Membership 


Corporation of Brownville, Tenn. 


America’s model electric home 


at Des Moines, brought a flock 


of G-E officials to the preview. Here they are climbing aboard 


a plane. 


western sales manager, 


Bottom row: E. L. Potter, eastern sales manager, 
lamps; J. R. Poteat, range sales manager; 
lamps; 


M. H. Boynton, 


Carl Snyder, Home Bureau 


manager; J. J. Donovan and E. B. McClellan, air conditioning 


department. Top: 


Ralph Cordiner, 


manager radio sales; 


P. B. Zimmerman, general manager appliance and merchandise 
department. 


1936 


NEW YORK—A ational program, 
designed to promote adequacy in home 
wiring installations, was approved at the 
annual meeting of the National Electrical 
Manufacturers Association, according to 
a statement issued by W. J. Donald, 
Managing Director. 

Final details of the plan are being 
developed and it is expected that the 
NEMA Committee under whose direc- 
tion the campaign will be launched early 
in January will be appointed in the im- 
mediate future. 

It is well known that NEMA, in com- 
pany with other branches of the electrical 
industry, has long been concerned with 
the increasing seriousness of the resi- 
dential wiring problem. Inadequacy 
both in outlets and wire capacity has 
today reached the point where it is pre- 
venting the public from obtaining more 
complete electrical service through better 
lighting and the use of more appliances. 
Similarly, the entire industry is experi- 
encing the braking effect of nationwide 
inadequacy of wiring on product sales, in- 


| stallation business and current consump- 


tion. 


$40,000 To Spread 
Porcelain Enamel Gospel 


Calton Elected Institute President 


CHICAGO, ILL.—Some 10,500 inquiries 
poured in last year to the Porcelain 
Enamel Institute, according to H. D. 
Chase, who spoke at the convention held 
in Cleveland during October. More than 
22,000 copies of the “Sales Manual for 
Porcelain Enamel” and more than 3,000 
copies of “Porcelain Enameled Signs 
were distributed, in 1935 and 1936, he 
reported. Returns from the Institute's 
direct mail advertising had been in ex- 
cess of twenty-five per cent. . 
Features to be added to the Institute 
program in 1937 will be: an annual short 


| course for enamelers; establishment of a 


“Porcelain Enamel Week”; a member- 
ship campaign; establishment of an all- 
porcelain enameled kitchen; an invitation 
to enamelers of England to meet in this 
country next year. 


The following officers were unani- 


| mously elected for 1937: Robert G. Cal- 
| ton, vice president, Tennessee Enamel 


Mfg. Company, Nashville, Tenn., pres'- 
dent: Emery L. Lasier, vice-president ; 
Titanium Alloy Mfg. Company, Niagara 
Falls, N. Y., vice-president ; Frank E. 
Hodek, Jr., secretary-treasurer, General 
Porcelain Enameling & Mfg. Company, 
Chicago, vice-president ; William Hogen- 
sen, president, Chicago Vitreous Enamel 
Products Company, Cicero, Ill., treasurer, 
and George P. MacKnight, Porcelain 
Enamel Institute, Chicago, secretary. 
Members of the executive committee tor 
1937 were re-elected as well. 
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DISPLAY PRIZE WINNERS IN BUFFET 
SERVICE MONTH CONTEST 


NEW YORK—Judges of the Electri 
Buffet Service Month window and in 
terior display contest recently announced 
the winners of four $100.00 cash awards 
for the best displays installed during 
this national co-operative promotion ot 
electrical housewares sponsored during 
October by Edison Electric Institute and 
twelve manufacturers contributing to the 
Electrical Housewares Program. 

In the Utility Class the $100.00 first 
prize went to The Philadelphia Electric 
Co., Philadelphia, Pa., in the Department 
Store Class to Peck’s, Kansas City, Mo., 
and in the Dealer Class to The Ott Hard- 
ware Co., Santa Barbara, Calif. \ 
fourth award of $100.00 for the distrib- 
utor who submitted the largest number 
of displays installed in his locality during 
Electric Buffet. Service Month went to 
the General Electric Supply Corporation 
of Nashville, Tenn 

Checks have already been mailed to 
the winners. Entries from seventeen 
states and Canada indicate the wide- 
spread enthusiasm for this promotion 
among electrical housewares merchan- 
disers and the keen competition for the 
attractive cash prizes, 


It is expected that hundreds of elec- 
trical merchants tying-in with 2nd Na- 
tional Electrical Housewares Week, 
December 7-12, will compete for four 
ill-expense cruises to Bermuda offered 
for the best holiday displays of elec- 
trical housewares. 


Witte Hardware 
Takes on Horton 


FORT WAYNE—The Witte Hard- 
ware Company of St. Louis, Mo., old 
established and progressive organization, 
has taken on the distribution of Horton 
washers and ironers, according to a re- 
cent announcement by G. W. Rapin, sales 
promotion manager for Horton. 

Officers of the Witte Company are 
O. W. Polster, president; C. D. Junge, 
vice-president; Charles H. Carpenter, 
vice-president and general sales mana- 
ger; Chas. H. Rahing, vice-president; A. 
T. Kaltwaser, treasurer and Conrad 


Hartman, seeretary and manager of the 
household department. 


Philadelphia Electric Co., Philadelphia, Pa.; First prize, utility 


class. 
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Here’s the telephone sales meeting held in Bridgeport, Conn. 


to right: 


Left 

John M. Wicht, manager, home laundry equipment sales; 

F. M. Margolf, same division; George S. Koch, G-E International; Lee 

Wichelns, ad and sales promotion; and J. K. Kay, advertising manager, 
home laundry sales. 


G. E. USES TELEPHONE DRIVE 


TO 


BRIDGEPORT — Washing machine 
sales history was made recently when 
the General Electric Company’s Appli- 
ance & Merchandise Department, Bridge- 
port, Connecticut, in a whirlwind three- 
hour sales campaign conducted through 
a long-distance telephone hook-up, booked 
orders for 11,000 washers with a total 
list value of more than a million dollars. 

Distributors, 68 of them, located at 
various points in the United States and 
in Mexico City, had been requested by 
headquarters to hold a meeting of execu- 
tives and salesmen in their offices at a 
given time on the date set for the tele- 
phone hook-up. Telephone officials had 
arranged the mechanical details including 
loud-speaking equipment whereby the 
Bridgeport organization could speak sim- 
ultaneously to approximately a dozen 
different groups of jobbers located in 
various cities of each territorial region. 
in rotating order, with one territorial 
region being cut into a hook-up with 
sridgeport after the previous one had 
been contacted. In all, six separate, con- 
secutive hook-ups were arranged. 


lron Fireman Salesmen to 


Cruise 
PORTLAND, Ore.—Leading mem- 
bers of the Iron Firemen Manufactur- 


ing Company’s sales organization will 
cruise to the Caribbean in February, 


announces C. T. Burg, general sales 
manager. 
The transatlantic liner “Saturnia” of 


the Italian line has been secured for 
the cruise. All members of the Super- 
Iron Men Club will be guests of the 
company on the trip. 

Super-Iron Men Club membership is 
granted to salesmen and dealers who 
graduate from the Iron Fireman-La 
Salle sales training course and sell a 
certain volume of business. 


MOVE 11,000 WASHERS 


The district drive manager, or sales 
promotion manager, of each distributor, 
had been previously contacted and sup- 
plied with complete information on what 
was to happen, in order that he might 
lay his plans for follow-through. A show- 
room model of the new washer had been 
sent to him, carefully wrapped, with in- 
structions that it was to be unpacked 
and placed on view to the assembled 
group only a few minutes before the 
telephone conversation began. 

Immediately following the meetings, 
and by pre-arrangement with Western 
Union, packages of campaign material 
were handed to the district drive man- 
agers. This material included broad- 
sides, which, upon authorization from the 
district drive manager, were mailed at 
once by Western Union to every one 
of the distributor’s retail dealers. 


New Buildings by Belden 


CHICAGO—To~ meet requirements 
growing out of an ever increasing vol- 
ume of business, The Belden Manufac- 
turing Company, 4689 West Van Buren 
Street, Chicago, has found it necessary 
to increase their manufacturing facili- 
ties in both Chicago and Richmond, In- 
diana, plants. 

The new Belden building program rep- 
resents an expenditure of well over 
$120,000. Work on the Chicago project 
has just recently been completed. This 
new building adds approximately 20,000 
square feet of floor space and will be 
used to extend the wire mill and tinning 
plants where conductors for Belden 
Cables and Cords are drawn and tinned. 
At Richmond, Indiana, some 35,000 
square feet of floor space are being added 
to allow a general expansion in the de- 
partments manufacturing Belden Elec- 
trical Cords. 


The above shot was taken at the first annual meeting of the Inter- 

national Association of Electrical Leagues, held in November at the 

Electrical League of Cleveland. Over on the right, reading from back 

to front may be seen Ralph Neumuller of New York’s E. A. who was 

elected president of |. A. E. L.; J. E. North, chairman of the meeting, 
and Ainsley A. Gray of the Board of Governors. 
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Creating New Standard 


See the new 1937 Ht ors and other appliances 
at the lanuary House w, Stevens Hotel, Chicage 


Values America’s most 
Advanced Refrigerators 


WATER HEATERS 


HOME LAUNDRY EQUIPMENT 
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HE new Hotpoint Refrigerators have 

what it takes to dress up a balance 
sheet. They are loaded with easy-to-dem- 
onstrate plus values—the kind you can 
take hold of and sell. Hotpoint gives you 
the amazing Speed Freezer — making ice 
cubes and frozen desserts faster than ever 
before. The powerful vacuum-sealed 
Thriftmaster delivers twice as much 
freezing power as formerly for 5c worth 
of electricity. 

Add to these sensational Hotpoint ad- 
vancements, beauty that sells on sight; 
lifetime all-steel cabinets; gliding shelves; 
ever-visible food safety gauge and a host 
of additional features that convert lookers 
into buyers. And you have just one of the 
reasons why 1937 will be a Hotpoint year. 

In Hotpoint’s dominant national adver- 


Faster Freezing at Lower Cost 


The Hotpoint 
SPEED FREEZER 


@ The most amazing advancement in 
electric refrigeration. Ice and desserts 
frozen faster than ever! Foods kept 
safeand crispy-fresh ina gently floating 
blanket of frosty air— air held at con- 
stant chill, regardless of freezing speed, 
by precisely balanced freezing control. 


tising you have the force of powerful 
appeals which build sales by making real 
news of Hotpoint's exclusive features. 

In Hotpoint’s Streamlined Selling Plan 
you cash in on the merchandising policies 
of a company that gives concern to your 
sales, your profit, your success. 

Every minute of effort you invest in 
Hotpoint Refrigerators is multiplied by 
the good will of one of the great names in 
electricity with a 30-year record of depend- 
ability in 16,000,000 American homes. 

Get the sensational Hotpoint story be- 
fore you close your 1937 program. It 
means money to you. Call or write the 
Hotpoint distributor in your territory. 


EDISON GENERAL ELECTRIC APPLIANCE CO., INC. 
5600 West Taylor Street, Chicago, Illinois 
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The THRIFTMASTER 
Delivers More Power at Lower Cost 


@ Laboratory tests prove that the Hotpoint 
Vacuum-sealed Thriftmaster is one of the 
most efficient mechanisms ever produced. 
Almost by magic a mere trickle of electricity 
is transformed into an abundance of freez- 
ing power. 5c worth of electricity makes 

twice as much cold as formerly. This means 
lower operating cost every month for 
years to come—a sure fire sales clincher. 
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history 


POWERFUL NATIONAL 


OR 30 years the Hotpoint name has blazoned 
across America in leading magazines, news- 
papers, and posters. The 1937 advertising pro- 
gram is the most consistent, intensive and com- 
pelling in our history. 

Every month throughout the year major pub- 
lications blanket the best prospects in your 
territory with colorful and convincing messages 
that induce a constant stream of sales on the 
complete Hotpoint line. 

And that’s not all! Hotpoint supports you with 
a planned program of local advertising to make 
your store refrigeration headquarters — to build 


volume sales at low cost. When you see the set-up 
you'll agree that Hotpoint is going places in 1937. 


4 
Streamlined Direct Mail 
Fast-acting pieces in full color flash the amazing story i, 
of the Speed Freezer and Thriftmaster to selected pros- 
pects delivering a trainload of sales-making appeals. 


Streamlined Displays 

iPS Hotpoint has planned a whole series of dramatic inter- 
est-building displays for your store and windows. These 
displays link your store to the main line of traffic created 
by Hotpoint’s forceful national advertising. 


Streamlined Sales Plans 


For 30 years Hotpoint has delivered plus sales coopera- 
tion through an alert merchandising- minded field or- 
ganization. These men are now equipped with the most 
comprehensive array of sales plans, training material, 
contest and sales ideas ever put behind a product. Call 
the Hotpoint distributor today. Look over this equip- 
ment. Ride with Hotpoint to the biggest year in history! 


RIDE WITH HOTPOINT 
Your Hotpoint Distributor Feday 


EDISON GE ELECTRIC APPLIANCE C 5600 West Tayler Street, Chicago, lilinois 
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FIFTEEN WINNERS IN 
G-E'S MAZDA LAMP 
DISPLAY CONTEST 


CLEVELAND—Cash prizes ranging 
from $10.00 to $125.00 were awarded this 
fall to fifteen department store men for 
the best Mazda lamp counter designs sub- 
mitted in a contest conducted by the In- 
candescent Lamp Department of General 
Electric Company, Nela Park, Cleveland. 
_ The complete list of prizes and winners 
in Group No. 1—for the eight best Mazda 
lamp counters of five feet, or more, in 
length—follows 

Ist Prize—$125.00—John R. VanDyke, 
The May Company, Cleveland, Ohio; 
2nd Prize—$100.00—J. H. Fry, Quack- 
enbush Company, Paterson, N. J.; 3rd 
Prize—$75.00—Geo. M. Allen, Castner- 
Knott Company, Nashville, Tenn.; 4th 
Prize—$50.00—C. C. Bohler, Miller 
Bros. Co., Chattanooga, Tenn.; 5th 
Prize—$15.00—J. H. Reich & E. L. Mar- 
tinez, Joske Bros. Co., San Antonio, 
Texas; 6th Prize—$10.00—Cogswell 
Cromwell, J. N. Adam & Company, Buf- 
falo, N. Y.; 7th Prize—$10.00—James 
H. Everetts, M. L. Parker Co., Daven- 
port, Iowa; 8th Prize—$10.00—Joseph 
Apolinsky, Loveman, Joseph & Loeb, 
Birmingham, Ala. 

Prize winners in Group No. 2, for 
the eight best lamp merchandising dis- 
plays for lamp departments : 

Ist Prize—$100.00—Richard L. Carl- 
son, The Golden Rule, St. Paul, Minn.; 
2nd Prize—No cash award because win- 
ner won prize of greater value under 
Group No. 1. John R. VanDyke, The 
May Co., Cleveland, Ohio; 3rd Prize— 
$50.00—A. E. Butterworth, John Tay- 
lor’s Kansas City, Mo.; 4th Prize—$25.00 
—L. L. Miller, Stix, Baer & Fuller Co., 
St. Louis, Mo.; 5th Prize—$15.00—R. L. 
Hoover, Rike-Kumler Co., Dayton, Ohio; 
6th Prize—$10.00—M. H. Luber, The 
Killian Co., Cedar Rapids, Iowa; 7th 
Prize—$10.00—-E. McEachnie, Jahrans- 
Braun Co., Buffalo, N. Y.; 8th prize— 
$10.00—Richard A. Staines, Vandevers 
a ? Goods Co., Tulsa, Okla. 

meral Electric will soon announce a 
complete department store program in 
which the prize-winning displays will be 
made available for its department store 
accounts, Mr. Townsend said. 


Wisconsin Appliance Dealers Get 
Sales Training 


JANESVILLE, WIS.—Under spon- 
sorship of the Wisconsin Power & Light 
Co., of Madison, Wis., 95 electric appli- 
ance dealers from Janesville, Beloit, Lake 
Geneva and Monroe, Wis., met in Janes- 
ville Oct. 5, for the first of a series 
of four salesmanship training courses. 
George M. Irving, nationally known 
sales counselor and lecturer, is conduct- 
ing the course. 


This 
Tester. 
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DENVER SHOOTING FOR 10,000 
|.E.S. LAMPS IN 55-DAY DRIVE 


DENVER, COLO—Between 
tember 1 and December 25, the Public 
Service Company of Colorado plans to 
sell 10,000 LI.E.S.Better-Sight 
lamps, to make its total for 1936 of 15,- 
000 units, a record without precedent in 
the industry for a property serving a 
total population of 500,000. 

This was the announcement of G. B. 
Buck, general commercial manager for 
the Public Service Company of Colorado. 

Guided in large measure by the ex- 
perience gained in its first successful 
campaign earlier this year, when 5,000 


a selling program which officials believe 
will put the new campaign over. 


Sep- | 


cases amount to as much as $1 for each 
lamp sold. 

To encourage employes in turning in 
more tips, the Company has also worked 
out an attractive system of prizes and 
special bonuses. The first prize in a 1937 
automobile in the $1,000 class. It will 
be selected by drawing. To be eligible 
for the drawing, the employe must turn 
in a lamp tip that results in a lamp sale. 
He receives one chance for each sale. 


To reward energy in digging up pro- | 


spects and turning in tips, there will 


| be $500 in prize money distributed on 
units were sold, the New Business De- | 
partment of the Company has organized | 


The Public Service Company of Col- | 


orado has a carefully-organized depart- 
ment for handling employes’ tips. It 
operates as a separate department under 
the supervision of the Advertising and 


| Publicity Department, of which Frank 


| ber 6 and 7, at the 


R. Jamison is director. Employes turn 
in over 10,000 tips in the course of a 


year. These, when followed up by regu- | 


lar commercial representatives, result in 
one sale for every five tips. Employes 


earn bonuses on tips which result in | arge of. 
| sales for the Company, is likewise in 


sales. 

For the I.E.S.Better-Sight Lamp cam- 
paign the bonuses have been increased, 
as an extra inducement, and in some 


the basis of the largest number of sales 


resulting from employes’ tips. The first | 
00 


prize will be $200. 

A series of meetings of employes and 
their wives have been held to acquaint 
them with the details of the lamp cam- 
paign. In these meetings a good deal of 
interest has been manifested. 

The Public Service Company of Col- 
orado operates in Colorado and in Chey- 
enne, Wyoming. Two-thirds of its cus- 
tomers are in the city of Denver, and 
Denver’s quota in the lamp campaign is 
6,000 units. The outside districts will 
be responsible for selling the other 4,000. 

E. M. Rowland, in charge of retail 


charge of the lamp campaign, while F. S. 
Peterson, outside district sales manager, 
will handle district sales. 


Here are some of the 125 home service and utility representa- 
tives attending the second annual New England Home Service 
Conference held at the Boston Edison building, November 6 and 7. 


SECOND NEW ENG- 
LAND HOME SERVICE 
CONFERENCE HELD 


Boston—More than 125 home service 


and utility representatives attended the | 


second annual New England Home Serv- 
ice Conference held at Boston, Novem- 
) Edison Electric 


Illuminating Company. Miss Emma 


| Maurice Tighe, Home Service Director 


of the Edison Electric 


Illuminating | 


Company, acted as hostess to the rep- | 


resentatives. 


Prominent parts in the program were | 


taken by Miss Ada Bessie Swann, di- 
rector, Home Service Center of Woman’s 
Home Companion, and Mrs. Mary Davis 
Gillies, associate editor, McCall’s maga- 
zine. Miss Swann gave an_ intimate 


| glimpse of the treatment given editorial 


material for the women’s magazines, 
and Mrs. Gillies talked on the value and 
treatment of color in the kitchen. Miss 
Alice Bradley, principal of Miss Farmer’s 
School of Cookery, also presented an 
address on the subject of menus and 
diets, and their importance to the house- 


| wife. 
With C. W. Lehner, New England 
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Westinghouse Merchandise Manager 
sponsoring the meeting, the majority of 
the sessions were conducted by repre- 


sentatives of the Merchandising head- | 


quarters from Westinghouse in Mans- 
field, Ohio. Miss Edna I. Sparkman, 
director of Refrigeration Home Eco- 
nomics; Miss Charlotte Ferris, director, 
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Small Appliance Home Economics; Miss 
Peal Gray, director, Range Home Eco- 
nomics; O. I. Alverson, Laundry Equip- 


| ment Sales; and I. W. Clark, manager 


of the Kitchen Planning Section, talked 
on the subjects for which they are re- 
sponsible. 


Here’s 
gotten out by Edison Electric 
Institute to help you sell kitch- 


an attractive poster 


ens this Xmas. It’s for windows 
and costs only $1.45. 


APEX ELECTRIC BUYS 
HOLLAND-RIEGER 
CLEVELAND, O.—The Apex Elec- 
trical Manufacturing Co., of Cleveland, 
announces acquisition of the business 
and property of Holland-Rieger, Inc., 
Sandusky, Ohio, manufacturers of elec- 


trical appliances. 
The announcement by Mr. C. G. 


| Frantz, President of The Apex Elec- 


trical Manufacturing Company, said the 
Sandusky plant would provide addi- 
tional manufacturing facilities for ex- 
pansion purposes and would not disturb 
or change in any way the present dis- 
tribution methods or sales policies of 
either company. Mr. Sidney S. Holland 
will remain in full charge of Holland- 
Rieger operations. 

The Holland-Rieger plant manufac- 
tures washing machines and other elec- 
trical appliances of a nature similar 
to those made by the Apex company at 
its plants in Cleveland, Ohio, and Oak- 
land, California. 


Automatic Products Buy New Plant 


MILWAUKEE, WIS.—Come_ Tur- 
key Day, Automatic Products Company, 
Automatic Control firm in Milwaukee, 
will be moved to their new and larger 
quarters. 

Roy W. Johnson, President, recently 
purchased the newly built enameling plant 
formerly owned by the Fuller-Warren 
Stove Company. This modern 


lighted building gives Automatic Prod- 
ucts something over 60,000 square feet 
of manufacturing space, with plenty of 
room for further expansion. 


Shadboldt & Boyd, well-known hardware jobbers of Milwaukee, 


Wis., took on the Apex line of electrical appliances recently and 
celebrated the event by lining up the sales organization of their 
appliance department to have their picture taken. Left to right: 
Ken Purdy, Milton C. Eckers, Arthur C. Schleiger (buyer and 


manager), 


Raymond O. Helenstreit, 


Richard Whitmier, Carl 


Lovejoy, Fred Quarfot and William Never. 
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CORDITIS 


No longer need we suffer — no 
longer need our domestic happi- 
ness be broken by Corditis. There 
is protection from that dread 
disease of electrical cords and 
appliances. There is safety from 
the symptoms—frayed cords and 
broken plugs. This year’s elec- 
trical gifts can be lasting gifts 
if they’re equipped with Belden 
Electrical Cords, for they are 
Corditis-free. Urge your custom- 
ers to give something electrical 


that is really useful this Christmas! 


ELECTRICAL CORDS 


Appliance cord 


Listed as stand- Certified stand- sets tested and 
ard by Under- ard by Elec- approved by 
writers’ Labo- trical Testing Good House- 

ratories. Laboratories. keeping Insti- 


tute. 


BELDEN MANUFACTURING COMPANY 
4663 W. VAN BUREN ST., CHICAGO 


| 


HEAD ELECTED 

PRESIDENT IN G-E 
"REFRIGERANIA" 
CAMPAIGN 


CLEVELAND, OHIO—A. F. Head 
of General Electric Supply Corp., Cleve- 
land, distributors here for General Elec- 
tric Kitchen Appliances, was electe: 
president of “Refrigerania” in the Fall 
sales campaign just conducted by the 
Specialty Appliance Sales Division of the 
company’s Appliance and Merchandise 
Department. 

“Refrigerania” is a mythical land set 
up by the company and around which 
annual sales campaigns have been built. 
Officials are elected each year, the elec- 
tion being based on the number of sales 
made in each distributorship. A Wayne 
Merriam, distributor at Schenectady, 
won second place in the campaign ani! 
as a result becomes Vice-President oi 
“Refrigerania”. Ed Schaefer of Mil- 
waukee, who finished the campaign with 
250% of quota was elected to the office 
of Secretary of State. Walter Hess oi 
Indianapolis won the portfolio of Secre- 
tary of the Treasury. 

The campaign finished with 141% of 
the national quota being realized. The 
best previous record was made during 
the campaign of last year when 117% 
of quota was realized. The quota this 
year, too, was considerably higher than 
the quotas for the last few years. 


Bennett Chapple, vice-president 
of the American Rolling Mill 
Company, is again all set this 
season to tell the world about 
industrial and social develop- 
ments in his role of “lron- 
master” on the Armco Band 
broadcast programs. Listen in 
Sunday at 8, E. S. T. 


DRY-ZERO SHIPMENTS 
UP 41 PER CENT 

CHICAGO—During the first nine 
months of 1936 the Dry-Zero Corpora- 
tion shipped 591,010 sets of household re- 
frigerator insulation, enough to insulate 
30 per cent of the 1,945,000 units sold in 
this period. 

Dry-Zero’s shipments to refrigerator 
manufacturers this year are 41 per cent 
greater than for the same period last 
year, according to Harvey Lindsay, Dry- 
Zero president. 

Railroad refrigerator car insulation 
shipments for the same period were over 
10 million board feet. This, according to 
Lindsay, reflects the increased purchases 
of new railroad equipment, particularly 
of high efficiency refrigerator cars. 

Sales of insulation for refrigerated 
motor trucks is 37 per cent ahead of 
1935. Shipments for the first nine 
months were 2,219,852 board feet, ac- 
cording to Lindsay. 
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IF YOU HAVE 
G-E MOTORS 
ON YOUR 
APPLIANCES 


her the motor — just say W's 
General Electric." 


Wwe your prospects know that the domestic electric ap- 

pliances you sell are equipped with G-E motors, they have 

confidence that the electric equipment is dependable, for they 

know General Electric’s high standards of quality. The recognized 

reputation of the appliance, plus this confidence in G-E motors, 

at makes the entire unit easier to sell and shortens the time required 
to close a sale. 


DO YOU KNOW 


To how great an extent General Electric has 
aided in developing the market for domestic 
electric appliances? From 1923 to 1930— of using modern household electric appliances, to demonstrate to 
seven vital years in the growth of the in- 
dustry — General Electric helped create a 
demand for appliances by telling the public time for showing how truly economical electric appliances are, and 
of their benefits. During that period the 
sale of washers was three times that during 
all previous years combined; that of refriger- way for increased sales. 
ators, 100 times. Other household appliances 
—appliances you sell—made similar gains. 


Thus you have more time to educate the public to the advantages 
prospects the services these devices render. With this additional 


how effectively they perform household tasks, you can prepare the 


LET wie MOTORS HELP vou SELL APPLIANCES 


070-1 62 
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* Today, “IT’S MADE OF ALUMI- 
NUM” is the beginning of the reflector 
story, and the patented Alzak reflector 
finish is the very last word. 

You will sell your prospects the best 
reflectors easier if you give them these 
facts: 

Alzak reflectors offer a reflection fac- 
tor of 78% to 83%. Long periods of ex- 
posure have little effect upon the 
reflectivity. 

Alzak reflectors, even unprotected, are 
weather resistant and will not stain. 

Alzak reflectors are hard-surfaced. 
They will not break, chip, peel or blister 


under severe service. 


Alzak reflectors may be obtained in 
either specular. diffuse, or intermediate 
textures. 

Alzak reflectors are light in weight. 

Alzak reflectors are easily cleaned. 

Alzak reflectors give high initial effi- 
ciency, low maintenance, and higher con- 
tinuous efficiency, at very reasonable cost. 

When you buy reflectors, be sure they 
have the Alzak reflector finish. When 
you sell and demonstrate, be sure to tell 
the whole story: IT’S MADE OF 
ALUMINUM, with the famous Alzak 
reflector finish. ALUMINUM COMPANY OF 
ameriIcA, 2160 Gulf Building, Pitts- 


burgh, Pennsylvania. 


SIX STATES JOIN IN XMAS 
ELECTRICAL JUBILEE 


DENVER—The 1936 Christmas Elec- 
trical Jubilee, radiating from Denver. 
encompasses six states this year, instead 
of three, as formerly. Nebraska, Montana 
-and Idaho have joined with Colorado 
Wyoming and New Mexico to nearly 
double the scope of the Rocky Mountain 
Electrical Association and Electrical 
League of Colorado's great cooperative 
merchandising activity. 

Though emphasis continues on Christ- 
mas lighting, radios, household equipment 
of all kinds, and other electric appliances, 
special stress is being placed on electric 
cookery. At Electrical Expositions in 
scores of cities and towns mince pie-bak- 
ing contests are being staged, December 
| 1-5, featuring the use of electric roasters. 
These expositions are timed to precede 
and build up public interest in National 
Electrical Housewares Week, Dec, 7-12. 
Continuous and intensive publicity cam- 
paigns, all carry the theme “Give Some- 
thing Electrical For Christmas”. 

An unprecedented volume of wreaths, 
banners and stickers were required to 
supply the electric utilities. distributors, 
hardware, department and specialty stores 
participating. 


Telechron Expands Ad Program 


ASHLAND, MASS.—The Warren 
Telechron Company, makers of self-start- 
ing electric clocks, are putting in effect a 
broad increase in their national adver- 
tising campaign. The new schedule calls 
for the addition of three magazines of 
national circulation whose appeal is con- 
centrated in metropolitan centers. Full 
particulars of the enlarged campaign 
| with reprints of the advertisements are 
being sent in a circular letter to Tele- 
|chron dealers throughout the country. 
The program, which aleady included a 
four-color full-,age splash in “The Sat- 
jurday Evening Post” and space in 
|“Time’s” new picture magazine, “Life,” 
and “The New Yorker” magazine calls 
|for a full-page splash in “Esquire” to 
appear in the December issue. This 
will push fourteen specific 
| models in the Telechron line. 


Trade to See Porcelain 
| Enamel Demonstration 


CHICAGO—The second in a series of 
demonstrations before trade groups show- 
ing how porcelain enamel is fused on 
metal will be conducted under the auspi- 
ces of the Porcelain Enamel Institute 
during the National House Furnishings 
Show at the Stevens Hotel in Chicago, 
| January 10-16. 
| The central feature of the Institute’s 
exhibit is a miniature porcelain enamel- 
ing furnace heated to 1,560 degrees 
Fahrenheit, in which souvenir ash trays 
are fired. This is supplemented by an 
educational display showing the ad- 
vantages of a porcelain enamel finish. 


Penn Electric Appoints 
Cramer-Krasselt 


The Penn Electric Switch Co. of Des 
Moines, Iowa, one of the largest manu- 
facturers of automatic controls, recently 
announced the appointment of The Cra- 
mer-Krasselt Co., of Milwaukee, Wis., 
as advertising and sales counsel. 

This step by Penn is preliminary to 
an extensive advertising and merchan- 
dising campaign which will include na- 
tional advertising, trade paper advertis- 
ing, nation-wide sales meetings. It her- 
alds entirely new policy in relation to 
it’s manufacturing and selling outlets. 
| Nelson B. Delavan, vice-president and 
| director of sales, in making this an- 
nouncement, commented at some length 
on the special need for a greater selling 
efficiency in the field of automatic heat- 
ing. 
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There’s a MONARCH Electric Range to fit 
every kitchen modernizing program. And all 
MONARCH Electrics have these noteworthy, 
exclusive features: 

“Hi-E fficiency” Oven 
Has both speed and efficiency. The oven is por- 
celain enamel . . . encased in heavy walls of 
effective insulation . . . with an outer body of 
heavy enameled steel. Heating units are sus- 
pended on rack guides, preducing “floating 
heat,” assuring maximum speed in preheating. 
Another MONARCH exclusive feature that 
packs a terrific sales punch is the 


“Hi-Efficiency” Surface Unit 


Designed to combine speed in preheating with 
the advantages of stored heat, water or food 
raised to boiling temperature continues to boil 
for 18 to 20 minutes after current is turned 
off. This is accomplished with a permanent in- 
sulating block. Another MONARCH exclusive 
feature which always goes over big, is the 


“[uminated Dial Temperature Control” 
(Illustrated below) 

It’s no wonder this patented feature pleases! 

It maintains oven temperature accurately. It 

prevents overheating. It clearly shows oven 


The illustration at right 
shows how well this classic MONARCH 
Electric fits into modern “built-in” kitchen 
equipment. Flush back and sides, as well as 
inset cabinet type base, meet the require- 
ments of any kitchen plan. Equally beautiful 
when used detached. This Model F87J W has 
17” oven; plate warmer drawer: 2 large util- 
ity drawers; opal light over cooking top; con- 
diment set. Gleaming full porcelain enamel 
exterior in choice of Ivory-Tan or White. 


CUSTOMER: "Oh, it's ca MONARCH Electric! Why, 
we had a MONARCH Range when | was little girl.” 


DEALER: "Yes, Madam, MONARCH has been mak- 


ing quality ranges for over 40 years.” 


temperature at all times. It is conveniently lo- 
cated on the compact control panel. 


Other MONARCH Features 


Genuine multibestos fireproof wire connections 

. . cooking tops protected with acid-resisting 
porcelain . . . bright parts that will not rust or 
tarnish . . . and standard construction of the 
finest materials throughout. 


IMPORTANT 
MONARCH is well and favorably known. The 
MONARCH Line is modern, beautiful, priced 
right. /t Pays to Sell Monarchs. Write today 
for photographs, catalog and prices. 


MALLEABLE IRON RANGE COMPANY 
112 LAKE STREET BEAVER DAM, WIS. 


ertainly is a beautiful 
hem in different sizes? 


CUSTOMER: "My, that ¢ 
range. | suppose you have t¢ 
here's a MONARCH Electric Range 
d of every home, large oF small. 


DEALER: "Yes, t 


to meet the nee 


DEALER: "And here's another thing. All MONARCH 
Electric Ranges are built to the same high quality 
standard. All full porcelain enamel finish. All have 
standard MONARCH exclusive features assuring 
"Speed with Economy’ in operation.” 


VENTE ATED AND 


INSULATED POSITIVE LUMINATED 
CONVENIENT LEAD Im wikt WITCHES REGUL ATOR 


Remember ALL MONARCH Ranges Are 


FULL PORCELAIN 
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Sunlight faces 1937 backed by the great resources of General 

Motors, and with all of General Motors’ thorough and diversified 

engineering experience at its command. During the last twenty- 
| two years, hundreds of thousands of washers have benefited 
by Sunlight’s dependable, trouble-free performance. And 
Sunlight’s unexcelled production facilities have promptly and 
properly served the needs of both large and small producers. 
Furthermore, Sunlight’s many valuable innovations in switch 
design, rubber mountings, lubrication and bearings have helped 
set new standards in the entire motor-building field. In 1937, 
more than ever before, it will pay to sell Sunlight- \\\)'// 
powered washing machines. . . . Sunlight Electrical mor... 
Division, General Motors Corporation, Warren, Ohio. ore = 


SUNLIGHT MOTORS 
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West Coast 


News Flashes 


The Los Angeles May Company's 
May Day sale took place on October 23, 
with many specials in the electrical de- 
partments. 

* * 

H. E. Saviers & Son of Reno, Nev. 
celebrated an electric range clearance of 
demonstrators and discontinued models 
as a mid-October event. 

* 

A water softener machine was offered 
by Joslin’s of Denver, Colo., as a premi- 
um, together with Norge washer, ironer, 
tubs and supply of soap for the price of 
$119.90 (146.90 value). 

x * 

San Diego, Calif., planned its fourth 
annual Electrical Exposition, to last 
from November 28 to December 2. It 
was held in the Better Housing Building 
at Balboa Park, an auditorium which 
will allow 50 percent more floor space 
than previous shows and will have the 
additional advantage of being within the 
5-cent fare zone. The entire avenue of 
living trees along the main thoroughfare 
of the Park was lit up as Christmas 
trees to advertise the approach to the 
Exposition. San Diego’s electrical shows 
are famous and attract record crowds. 
Last year’s event was witnessed by more 
than 75,000, which figure it is expected 
will be more than met this fall. The 
date of the usual exhibit has been ad- 
vanced one week to allow a longer time 
for follow-up and capture of the Christ- 
mas trade. 

* * 

Terms of 95 cents down and low 
weekly or monthly payments on I.E.S. 
lamps were offered by the Central Ari- 
zona Light & Power Company and co- 
operating dealers of Phoenix in the re- 
cent Better Light Birthday sale. 


Meier & Frank’s model bungalow re- 
ceives periodic remodeling. This time it 
is done over with a new model kitchen 
and laundry room. Prizes for their semi- 
weekly “missing words contests” con- 
tinue to include electrical appliances 
among the better awards. 

Advertising the election possibilities 
of radio, the radio department of The 
Symons Store of Butte, Montana, offered 
prizes for the 23 best forecasts of voting 
in Montana’s presidential election. Va- 
rious models of Westinghouse radios 
formed the first three awards, with 20 
additional $1 merchandise certificates to 
the 20 next best forecasters. 

Portland, Ore. has a new furniture 
store with an active home appliance de- 
partment—Pearlman Bros., Furniture 
Store. During the week of its opening it 
kept a display of home appliances and 
radio on exhibit on the mezzanine floor 
of J. J. Parker’s Broadway Theater. 

* 


W. M. Rumsey of Sacramento, Calif., 
has opened a new department of Eureka 
vacuum cleaners. 

* * 

Free linoleum for the kitchen floor 
with the purchase of a range was the 
recent offer of the Southeast Furniture 
Company of Salt Lake City for one week 
during October. This store features 
Monarch ranges. 

* 

The model house erected by Tull & 
Gibbs of Spokane, Wash., is now com- 
plete and on display. This house con- 
tains full air conditioning equipment and 
oil furnace, together with an installation 
of test meters which will give operating 
costs under conditions of normal use 
over a full year period. If the house 
is sold during this time, arrangement 
will be made with the new owner to per- 
mit the tests to continue. Under the 
title “The House of Tomorrow” it has 
received extensive advertising, both in 
local papers and over the air. A special 
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Quite a family group to grow 
up in a few short years. Today 
millions of Toastmaster Prod- 
ucts in use! 

That the Toastmaster family 
has had such a healthy growth 
is, we think, due to this: We 
always have built the best we 
knew. Prices have been based 
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“"WHAT A WONDERFUL 
TOASTER THIS IS!” 


“YES, THERE'S A WHOLE 
FAMILY OF WONDERFUL 


TOASTMASTER PRODUCTS” 


on costs after the product was 
proved right. The result is that 
Toastmaster products some- 
times have been scaled a little 
above competition, but in cost 
of long and trouble-free serv- 
ice we believe we always 


have given extra value. Evi- 
dently the public thinks so 


1936 


too, for they keep on buying 
the things we make, in ever- 
increasing quantities. 

In appreciation we shall 
keep faith by continuing to 
build extra value into all prod- 
ucts that appear under the 
Toastmaster trademark — for 
your service. 


TOASTMASTER PRODUCTS 


McGRAW ELECTRIC COMPANY ¢ CHICAGO, 


ILLINOIS 
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= 74 5) 
AND HERE THEY ARE! gp 
Portrait of growing family of Toastmaster Products 
TOASTMASTER == TOASTMASTER TOASTMASTER 
TOASTER, Do- Commercial es = 

Flexible Toast-Timer. beautiful and effi- for restaurant pa- 

— = é = — 
TOASTMASTER TOASTERS, TOASTMASTER WAFFLE-BAKER, = $=WAFFLE-BAKER, Do- = TOASTMASTER 
Commercial Type —in vari- Commercial Type—forrestaurants mestic for the CONTAINERS 
ous sizes, used in fine res- the best. Born 1927. Speediest of = keepfoodshotor 
taurants, hotels, and dining them all. First known cold in“ TEMPERD- . 


They Know and Use the 
Best for Heat Control 


“DIAMOND 
SLOW BREAK 


and 
HYDRAULIC 
THERMOSTATS 


HEATER SWITCHES aw 


Years of experience with ‘Diamond 
H" heat control devices have proved 
to the manufacturers of these elec- 
tric ranges that they will provide 
EASE OF CONTROL 
ACCURACY OF TEMPERA- 
TURES 
LONG LIFE 
FINE APPEARANCE 
and are built right. That's why the 
"Diamond H" new Slow Break heater 
switches and Hydraulic Thermostats 
are selected by discriminating manu- 
facturers of electric ranges and 
appliances. 


If you are designing your new line 
send for complete information 
about “Diamond H" heat control 
devices. 


The HART MFG. CO. 


HARTFORD CONN. 


DIAMONEX HD SWITCHES 


| 


The HART MFG. CO., HARTFORD, CONN. ELM 
Send copies of Bulletins covering Slow Break Heater Switches and Hydraulic Thermostats. 


Name 


Title. 


Firm... 


Address. 
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30-day trial offer on oil burners accom- 
panied announcement of the opening of 
the exhibit. Clubs and other organiza- 
tions were invited to visit the house in 
groups, 

* * * 


The Broadway Department Store of 
Los Angeles has opened its 18th mode! 
home. Electrical appliances are of course 
featured in kitchen, laundry and dining 
room. 

* 


Ben Cohn & Bro., of Spokane, Wash., 
started Christmas advertising in Octo- 
ber with their X-Change Sale, featuring 
trade-in opportunities and easy pay- 
ments. 

* 


A barker in front of the store and 
much colored bunting attracted San 
Francisco crowds to Chas. Brown and 
Sons “Balcony Bazaar” which was a1 
October event featuring electrical house- 
hold appliances. A number of demon- 
strations, with samples of food stuffs 
given away, added to the popular pulling 
power of the event. This store recently 
exhibited an electrical window with a 
variety of home appliances duly wired 
and ready for action. A telephone dia! 
in the center of the glass pane of the 
window invited customers to dial in on 
the appliance in which they were most 
interested. This turned the display card 
attached to the chosen appliance which 
described its selling points and also set 
the machinery in action for a 30-second 
demonstration. The dial was in constant 
demand among the crowds which con- 
stantly surrounded the display. 

* . * 


Electric ranges and I.E.S. lamps were 
to the fore in Montana Power Company 
fall advertising. 

The Spokesman-Review cooking schoo! 
in October brought out considerable ad- 
vertising from Spokane, Wash., dealers 
whose electric appliances were used in 
the demonstraton. 

* 


James Smyth, Inc., of Spokane cele- 
brated their “anniversary” with the spe 
cial offer of a complete table service of 
china, glassware and silver free with 
every purchase of appliances amounting 
to $100 or more. 

* * * 


The M. J. Ryan Company of Fresno, 
Calif., during October announced the 
opening of a complete home appliance 
department featuring gas and electric 
equipment. 

* 

Ed. S. Berquist, manager of the Wash- 
ington Radio Company of Spokane, 
Wash., has a new all-electric home, air 
conditioned and complete with every 
electrical detail. 
* 


According to a statement from A. C. 
McMicken of the Portland General 
Electric Company, published in the Port- 
land Oregon papers, more than two 
thirds of all floor lamps bought in Port- 
land now bear the seal of the Illuminat- 
ing Engineering Society. The Portland 
area ranks among the leaders in the na- 
tion in the Better Light, Better Sight 
movement. 

With a record of 281 ranges, 50 water 
heaters and 372 electric refrigerators to 
their credit since the first of the year, 
the Bureau of Electricity and the dealers 
of Alamada, Calif., embarked this fall on 
a fall Hotpoint campaign which had for 
its object the sale of an additional full 
carload of Hotpoint ranges. 

a x 


Novel effects in garden lighting were 
featured at a Garden Club exhibit at 
Wapato, Wash., this fall. Under the su- 
pervision of H. T. Curtis, lighting repre- 
sentative of the Pacific Power and Light 
Company in the Yakima district and 
Peggy Riley an attractive display was 
arranged, with lights concealed in gourds, 
bird houses and bark containers. Paths 
were lighted from sources concealed 
under jutting stones. Individual blooms 
were spotlighted with dramatic effect. 

(Continued on page 41) 


DECEMBER, 1936—ELECTRICAL MERCHANDISING 


| 

| 

| | 

q 

| | 

| | | 


FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 


Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the coupon and shoot it in to us. We will do the rest—and there's no cost to you 


Washers and Ironers 


No. 1. If you are selling in a 
territory where there is a con- 
siderable foreign element, you 
will want to see the three full- 
line folders that Altorfer Bros. 
Co. have issued in Italian, Spanish 
and Polish to help get across the 
story of ABC washers and ironers. 


No. 2. Barlow & Seelig have 
brought out a broadside designed 
to help you sell Speed Queen wash- 
ers and ironers this Christmas. 
They also have an “Action” dis- 
play available for the holiday 
season. 


No. 3. Conlon Corp., inform 
us that they have a catalog avail- 
able for dealers on request and 
two pieces of literature—one on 
washers and one on ironers—for 
give-away purposes. 


No. 4. Fairbanks-Morse have 
issued a 24-page sales manual to 
help the retail salesman sell wash- 
ers and ironers; a broadside for 
mailing for distributors; a con- 
sumer folder to be mailed to pros- 
pects and a four-color cut-out win- 
dow display piece. 


No. 5. Holland Reiger have 
a new folder-catalog with separate 
sheets illustrating the various 
models of Faultless washers. They 
are loose ready to be tacked up. 


No. 6. A three-color, 26 x 40 inch 
broadside has been issued by 
Haag Bros. Co. for their Christ- 
mas campaign. The complete line 
is shown and especially the new 
Model 82. Haag, in addition, has 
a catalog and two give-away pieces 
free for the asking. 


No. 7. Horton Mfg. Co. have 
three new give-away pieces avail- 
able and three broadsides in color 
describing particular features of 
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washers and ironers in the line. 
In addition, an illustrated booklet 
describes all the various sales helps, 
display and promotion, that Hor- 
ton has available to help dealers 
sell. 


No. 8. “More Leisure With A 
Meadows” is the title of one of 
three give-away pieces that the 
Meadows Mfg. Co. have printed 
for dealers to hand to prospects— 
free. 


No. 9. “Sales Booklet No. O.M. 
2” describes with pictures and 
texts the complete line of One 
Minute washers together with 
data on their special features. 


No. 10. The Woodrow Washet 
Company is giving away to deal- 
ers a “sparkling diamond dust 
sign” for use in window or store 
display; also colored folders for 
give-away. 


Small Appliances 


No. 1l. Three cardboard cut- 
outs in color have been made 
available to dealers by the Hanks- 
craft Company, makers of egg- 
cookers, bottle-warmers and other 
electrical appliances. They also 
have consumer literature describ- 
ing the line and give-away pieces 
for dealers. 
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No. 12. Landers, Frary & 
Clark have issued two new cata- 
log pages describing their new 
toaster and their new percolator. 
An automatic toaster display for 
the dealer is also furnished. 


No. 13. Two handsome pieces of 
promotional literature — 4-color 
cardboard cutouts have been made 
available by the McGraw Elec- 
tric Company, makers of Toast- 
master. In addition there are over- 
the-counter pieces intended for free 
distribution. Dealers name and ad- 
dress are imprinted free of charge. 


No. 14. Proctor & Schwartz 
help dealers tie in with National 


Electrical Housewares Week with 
free window and store display pro- 
motional items. Proctor gift signs 
to be used as background in win- 
dow display and Proctor direct 
mail pieces are available for small 
appliance promotion. (See cut.) 


No. 15. Circulars on their elec- 
tric tea kettle have been issued by 
West Bend Aluminum Com- 
pany for free distribution to dis- 
tributors and dealers. 


No. 16. National Stamping 
and Electric Works have pre- 
pared two catalogs of their com- 
plete line of White Cross table, 
appliances and hotplates. A sep- 
arate bulletin deals with Coffee- 
Vacs for commercial restaurant 
installations. 


No. 17. Edison Electric Insti- 
tute has Santa Claus posters on 
the National Electrical House- 
wares Week promotion. They fea- 
ture small appliances and may be 
used in window or store displays. 


Vacuum Cleaners 


No. 18. The P. A. Geier Com- 
pany have prepared some unusual 
and interesting Christmas promo- 
tion pieces for dealer and distrib- 
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FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 


Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the coupon and shoot it in to us. We will do the rest—and there's no cost to you 


utor distribution. One is in the 
form of a door-knob hanger which 
can be used in a variety of ways. 
In the shape of the typical green 
4 leaf, its mesage is “I’d Love a 
Royal Cleaner for Christmas.” 
The same theme is carried out in 
window streamers, direct mail 
pieces, etc. In addition, they have 
handsome, four-color cardboard 
cutouts on cleaners and the Royal 
Culinaire food preparer which 
may be used in store or window 
displays. 


No. 19. Clements Mfg. Com- 
pany announce they have complete 
window display material for deal- 
ers and have also issued some 
broadsides and _ over-the-counter 
pieces which may be used for mail- 
ing or give-away. 


Electric Ranges 


No. 20. “A-B Electric Ranges— 
As Convenient as Electric Light- 
ing” is the title of a color catalog 
issued by the A-B Stove Com- 
pany to describe their full line of 
electric ranges. Two give-away 
pieces for dealers are also available 
free, 


No. 21. Electromaster, Inc., 
have printed a breadside on their 
six models of electric ranges. It 
is printed in color and can be used 
for mailing or give-away. 


Electric Clocks 


No. 22. Hammond Clock 
Company have made window 
display cards available to dealers 
in addition to a new give-away 
piece describing new models. (See 
cut.) 


No. 23. The 1937 catalog of the 
Herman Miller Clock Com- 
pany is now available showing all 
the new models. Two give-away 
pieces are included in their ’37 pro- 
motion plans. 


Air Conditioning 


No. 24. Air Devices Corpora- 
tion have produced a broadside 


MORE ON THE PRECEDING PAGE 


CIRCLE NUMBERS -SIGN- AND MAIL 


ELECTRICAL MERCHANDISING 
330 West 42nd Street 
New York, N. Y. 


Gentlemen: .. . Please ask the manufacturers to send us the litera- 


ture identified by the numbers circled below: 


'23 45 6 7 8 9 10 I 


12 13 14 15 16 17 18 19 20 


21 22 23 24 25 26 27 28 29 30 31 32 33 3 35 
SIGNED TITLE 
COMPANY 

STREBT ADDRESS 


describing their “Aeriet” model 
“Adco” fan with the exclusive 
“silent worm drive” and a give 
away folder on the same device. 


No. 25. Anchor  Kolstoker 
have seven descriptive pieces of 
literature available on their prod- 
ucts. The domestic models both 
for bituminous and anthracite are 
described in two of them; the 
heavy duty models in two others 
and the chief piece is a handsomely 
illustrated booklet on “Automatic 
Heat by Finger Tip Control.” All 
the various models are illustrated 
and described in these pieces of 
literature on the line. 


No. 26. Electric controls for 
every type of air conditioning in- 
stallation are illustrated and de- 
scribed in a booklet recently issued 
by Barbar-Colman Company, 
available for free distribution. 


No. 27. Century Engineering 
Company have descriptive litera- 
ture available on Century oil-fired 
water heaters, the Model “J” oil 
burner, the series “X” air condi- 
tioning warm air furnace. A 
House Organ “Leisure” may be 
had for the asking, as well as give- 
away pieces on the above products. 


No. 28. Hart Oil Burner 
Corporation have descriptive 
literature on the Hart burner. 


No. 29. Hexcel electric heaters 
for stores, shops, factories and 
offices are described in two new 
booklets recently published by the 


Hexcel Radiator Company. 
Also described is the Hexcel port- 
able humidifier. 


No. 30. “Unit Heating By Ilg” 
is the title of a catalog issued by 
the Ilg Electric Ventilating 
Company. It is completely in- 
dexed on models, motors, colors, 
capacities, dimensions and weights, 
heat loads and other performance 
data. 


No. 31. Link-Belt have three 
descriptive booklets on their auto- 
matic coal burners in addition to 
give-away pieces and a_ booklet 
“The Miracle of the Radiostat” 
describing the automatic controls. 


No. 32. Schwitzer-Cummins 
Company have issued three book- 
lets on the domestic and commer- 
cial models of Stokol coal burning 
stokers they made. In addition, 
they have six give-away pieces for 
free distribution that tell the auto- 
matic heating story as well as the 
Stokol story. 


No. 33. Wayne “Mistoil” oil 
burners are described in two new 
pieces of literature put out by the 
Wayne Oil Burner Corpora- 
tion. A separate piece describes 
and illustrates the Wayne oil 
furnace and air conditioner. 


No. 34. “Whiting Automatic 
Heat” is a handsome booklet and 
catalog rolled into one which not 
only describes and illustrates the 
entire line of underfeed coal 
stokers manufactured by the 
Whiting Corporation but tells 
the whole story of the evolution of 
heating and the growth of the coal 
stoker. They have give-away 
pieces, too. 


No. 35. Williams Oil-O-Ma- 
tic Heating Corporation have 
reprinted the 16-page insert that 
appeared in the magazine Fuel Oil 
Journal and have made it avail- 
able for distribution. It describes 
the complete line of oil burning 
furnaces and air conditioning 
apparatus. 
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— CONTINUED FROM PAGE 3 ==" 


The trial-or-optional-purchase plan for 
range and water heaters which was in- 
augurated by the El Paso Electric Com- 
pany of El Paso, Texas this spring was 
again put in effect as a fall drive to end 
on Dec. 31. Ranges are installed for 
$1.95 per month, water heaters for $1.75, 
with 57 months to pay. 

* * * 


H. E. Brunelle, president of the Leo 
J. Meyberg Company of San Diego, takes 
over the presidency of the Bureau of 
Radio and Electrical Appliances of San 
Diego County, succeeding Harry Call- 
awav of the Thearle Music Company. 

* * * 


A four-day lighting conference of sales- 
men and dealers held in San Francisco 
inaugurated the 1936-37 ‘lighting drive of 
the Pacific Gas and Electric Company. 
Under the direction of O. R. Doerr and 
with an instruction staff drawn from the 
principal lamp companies, the power com- 
pany organization and other interested 
groups, the course of instruction included 
a one-day session on home lighting, an- 
other on industrial and commercial fields 
and a demonstration of the use of modern 
sales aids in the lighting field. A home 
lighting session similar to that conducted 
on the first day of the San Francisco 
conference was later held in Sacramento 
for the benefit of combination domestic 
and lighting equipment salesmen from the 
Sacramento Valley region. 

. * * 


When the Sterling Electric Shop of 
San Fernando, Calif., put on one of 
those free towel ironer demonstrations 
recently, on the occasion of their moving 
to their new shop, the combined celebra- 
tion was so popular that all the avail- 
able towels in town were used up. The 
new store is twice the size of the Sterling 
Electric’s previous quarters. 

* * 


A “no-signature” advertisement of 
I.E.S. lamps was recently sponsored by 
the Central Arizona Light and Power 
Comp&any of Phoenix, Ariz. The public 
was advised to “see your I.E.S. lamp 
dealer—furniture—electrical — department 


stores.” 


Reno, Nevada staged an_ industrial 
show in November with a number of 
electrical displays by local dealers. 


A display of miniature “Model Town” 
homes brought from the exposition at 
San Diego by Meier & Frank of Port- 
land, Ore., and exhibited under the spon- 
sorship of the Portland Federation of 
Women’s Clubs, was made the occasion 
of extensive advertising of electrical 
home appliances and radio. 


* * * 


The Bargain Mart of Spokane, Wash., 
recently attracted attention to their stock 
of Maytag washers by holding a silent 
auction of a washing machine displayed 
in the window of their store. Bids were 
made by filling out coupons attached to 
the firm’s advertising or obtainable at the 
store, the machine going to the highest 
bid received. Name and address and 
make of present washer owned were 
furnished by all who submitted offers, 
so that an excellent prospect list was ob- 


tained 
+ * 


A miniature train show with a special 
invitation to “dad” to attend, started off 
the November sales of electrical toys for 
Hale’s of San Francisco. Visitors were 
allowed to control the operation of eight 
trains through an intricate maze of tun- 
nels and signal lights. 


. * * 


A citywide Radio Progress Exposition 
was staged early in November by the 
merchants of Denver, Colorado in their 
own stores. The event was inaugurated 
by a 12-page special section in the Rocky 
Mountain News. Radio merchants made 
plans to demonstrate models from the 
new lines of all principal makes in their 
showrooms and also arranged special 
window displays featuring the latest 
radio designs. 
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WHITE KNIGHT 


vertgmally ed as Lite Master; 


10 FOOT- OF 
GLARELESS LIGHT within 
a radius of 2 FEET FROM 
BASE. That's the amount of 
light prescribed by optical au- 
thorities for the working surface. 


FIRST TIME ww 
—the CELESTIALITE luminaire! 


Only White Knight gives you Celestialite—and only Celes- 
tialite filters light through triple glass, scientifically filtering THE WHITE KNIGHT 
LUMINAIRE of Celes- 
tialite glass (shown in 
dotted lines) diffuses 
soft, white light, elimi- 
nates eye strain. 


out the harmful rays, scientifically producing a light that 
approximates daylight, non-glaring, restful. 

Diffusing light so that the prescribed 10 foot-candles are 
delivered 2 feet from the base, and with definite style fea- 
tures to back up its performance advantages, White Knight 


MODEL 34 (illustrated) 
finished in Gunmetal and Silver 


stands alone in sales appeal. 


or Statuary Bronze and Silver 
retail list $13.50 
OTHER MODELS 
to retail at $16.50 


Here’s a lamp that will meet with ready acceptance in a 
rapidly growing market. Order White Knight now—use the 


coupon. 


GREIST MANUFACTURING COMPANY, NEW HAVEN, CONN. 


Please send us White 


Knight at regular trade discounts. NAME 
[_] Please send us complete sales ADDRESS 
information and catalogue page. Signed. 
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George H. Smith, after 
a long career in the 


electrical industry, has 
been appointed mana- 
ger of Hotpoint’s Home 
Laundry Sales Division. 


E. K. Bagg has been 
appointed manager of 
laundry equipment 
sales for the Eastern 
region, according to J. 
S. Mcintyre, manager 
of Kelvinator’s new di- 
vision. 


Harvey N. Wood is the 

new sales manager of 

Graybar’s Philadelphia 

office. He was general 

supply and central sta- 

tion manager in that 
office. 


Raymond M. Martin, 
director of display for 
Consolidated Edison 
Company in New York, 
has been appointed art 


director of the 
pany. 


com- 
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From domestic adver- 
tising manager for Kel- 
vinator, Walter Jeffrey 
goes to his new post— 
advertising and sales 
promotion manager for 
Leonard. 


Paul D. Cornelison, for- 
mer assistant to the 
general sales manager 
of Curtis Lighting, has 
been made sales repre- 
sentative for Michigan. 


Westinghouse 
EAST PITTSBURGH—David S. 


Youngholim was elected vice president 
of the Westinghouse Electric & Manu- 
facturing Company at the last meeting 
of the Board of Directors. He will make 
his headquarters in New York. 

Mr. Youngholm joined the Westing- 
house organization 27 years ago. His 
first position was in the engineering de- 
partment of the Westinghouse Lamp 
Company after which he entered the 
sales department. 

In 1924 he was placed in charge of 
production of the Westinghouse Lamp 
Company, making his headquarters at 
Bloomfield. A year. later he became 
Assistant Manager of Sales. In 1927 
he was made Assistant General Super- 
intendent of the company and in 1930 
becaine Assistant to Vice President, 
later Vice President of the same organ- 
ization, the position he held until his 
election as Vice President of the West- 
inghouse Electric & Manufacturing 
Company. 


Conlon 


Walter T. Haynie, vice-president of 
Conlon Corporation, Cicero, Ill, one of 
original founders and an officer since 
incorporation in 1913, resigned effective 
October 31 

“Walt,” as he is familiarly known to 
his many friends in the electrical industry, 
contemplates a southern vacation trip 
after which he will announce his future 
plans 


Emerson 


Irving L. Kordenbrock has joined the 
Fan Sales staff of the Emerson Electric 
Mfg. Co. 

Mr. Kordenbrock was formerly asso- 
ciated with the Famous-Barr Company, 
St. Louis, in the capacity of manager of 
their Electrical Appliance Department. 


Leonard 


Appointment of Walter Jeffrey as ad- 
vertising and sales promotion manager of 
the Leonard Refrigerator Company has 
just been announced at Detroit by Sam. C. 
Mitchell, director of advertising and sales 
promotion. 

Mr. Jeffrey for the past two years has 
domestic advertising manager of 
Kelvinator Corporation and prior to that 
served as operations manager of the 
Kelvinator advertising department. In 
that position he was in active direction 
of the creative and production work of all 
sales promotional campaigns conducted by 
Kelvinator, 


He has been connected with Kelvinator 
for the past six years, joining its advertis- 
ing department after graduation from 
Evansville College at Evansville, Indiana. 
In assuming his new position at Leonard, 
Mr. Jeffrey succeeds P. D. Sowell, who 
leaves to take a position with another 
company. 


Berkeley Appointed 


Announcement has just been made by 
kK. I. Petrie, general sales manager of 
the Leonard Refrigerator Company, De- 
troit, of the appointment of E. R. Ber- 
keley as manager of the company’s mer- 
chandising division. 

Mr. Berkeley for five years was in 
charge of the merchandising of refriger- 
ators, washing machines, oil burners, gas 
and electric ranges, vacuum cleaners, 
and radios for the Hecht Company store 
in Washington, D. C., and while there 
built up this department until its volume 
was among the largest in the nation. Mr. 

Serkeley was also for 15 years engaged 
in the merchandising of musical instru- 
ments and specialty appliances with vari- 
ous companies in the eastern part of the 
country. Just prior to joining the Leon- 
ard organization he was southern ter- 
ritory manager for the Premier Division 
of the Electric Vacuum Cleaner Corpo- 
ration. 


Hotpoint 


Another milestone in a career in the 
electrical industry that began at Michigan 
State College, where he sold vacuum 
cleaners in his spare time, was passed in 
November by George H. Smith, with the 
announcement of his appointment as man- 
ager of the Hotpoint Home Laundry 
Sales Division of the Edison General 
Electric Appliance Company of Chicago. 

Mr. Smith’s first job, upon leaving col- 
lege, was with the Hurley Machine Com- 
pany, of Chicago, where he worked for 
eight months before resigning to accept a 
position as sales manager of the Litscher 
Electric Company, in Grand Rapids, 
Michigan. From there, in 1931, he went 
to Caswell, Inc., in Detroit, as_ sales 
manager, where he remained until July 
1932, when he was appointed sales mana- 
ger of Clark Adams, Inc., in Atlantic 
Cae, 

He joined the General Electric Com- 
pany in July 1933, as a laundry equipment 
specialist in the company’s Appliance and 
Merchandise Department. In January, 
1935, he was transferred to Bridgeport as 
assistant sales manager of the Heating 
Device Section. On September 1, 1935, 
he was made manager of the Sun Lamp 
Section and, in March 1936, District Ap- 
pliance Manager of the General Electric 
Supply Corporation in Detroit. 

(Continued on page 55) 
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David S. Youngholm 


has been elected a 
vice president of the 
Westinghouse Electric 


& Manufacturing Com- 
pany. He joined the 


company 27 years ago. 


W. S. Tinsley has been 
appointed district 
manager for the middle 


western territory of 

Leonard with  head- 

quarters at Kansas 
City, Mo. 


Adolph Rebensburg, 
formerly with the Com- 
mercial Research Divi- 
sion of General Elec- 
tric, has been appointed 


head of Market Re- 
search Division of Hot- 
point. 


E. R. Berkeley has 
been made manager of 
the merchandising di- 
vision of the Leonard 
Refrigerator Company, 
according to R. Il. 
Petrie, sales manager. 
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DEPLETED RETAIL STOCKS 


FORECAST RUSH 


This buyer, 
photo- 
graphed at a 
recent mar- 
ket, is evi- 
dently well 
pleased with 
what he is 
finding out 
about new 
merchandise. 


ab 


a 


~ 


Again pretty college co- 
eds will usher visiting 
buyers during the com- 
ing market. 
A prominent 
buyer being 
shown the merits 
of an electrical 
appliance at a re- 
cent market. 
There'll be lots of 
new items at this 
one too. 


The registration desk 
will be a busy scene 
on January 4, where 
it is estimated 2,500 
buyers will obtain 
credentials on open- 
ing day. 


AT THE SECOND INTERNATIONAL 


HOUSEWARES & MAJOR APPLIANCE SHOW 
JANUARY 4-16 INC. 


Brisk fall retail buying is depleting stocks on the 
shelves of America’s stores and shops. House- 
wares and appliance manufacturers are working 
twenty-four hours a day to catch up on produc- 
tion. New lines—more lines—new ideas 
and merchandise await America’s buy- 
ers. Actual requirements due to de- 
pleted stocks are going to bring a rec- 
ord-breaking number of buyers to market 
—not only to see what is going to sell 
but to place orders and insure deliveries. 
Write at once for registration blanks and 
complete information. 


“Talkingit over’ in the 
ever popular ‘‘Kooler”’ 
where buyers and ex- 
hibitors meet for social 
and business chats. 


INTERNATIONAL HOMEFURNISHINGS MARKETS 


JANUARY 4-16 


The Merchandise Mart Furniture The Merchandise Mart Glassware, 
arket China and Pottery Market 
The Merchandise Mart Floor Cov- lith Semi-Annual Curtain & 

ering Market Drapery Exhibit (sponsored by 
The Merchandise Mart Lamp pew Chicago Drapery Mfrs. 
Market Ass’n) January 4-14 inclusive. 


THE MERCHANDISE 
MART - CHICAGO 


THE GREAT CENTRAL MARKET « WELLS ST. at the RIVER 


Competent attendants again 
will render every possible service 
to the buyers at the convenient 
“direction desks’. 
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JUST 


TOUGH GUYS 


.... and that’s one reason why a 


DULUX FINISH Zelps sell refrigerators FASTER 


ENTING DULU<X is a mighty hard job... 
D even for careening young speed demons. 
For DULUX is tough! It stands up magnifi- 
cently under years of hard service and keeps its 
brilliant, gleaming whiteness. 

That’s why DULUX finished refrigerators are 
“naturals” for prospects with children in the 
house. Many dealers report that pointing out 
this fact alone has helped clinch plenty of sales. 

But DULUX has more than extraordinary 
durability. It gives women every thing they want 


in a refrigerator finish . . . lasting beauty that is 
resistant to chipping, corrosion or turning dingy 
with age. And it is extremely easy to clean. Small 
wonder that more than 3,000,000 refrigerators 
today are finished with Du Pont DULUX! 

Send for a free booklet giving you full details 
about this remarkable finish. It will give you 
many a handy selling tip. Write for “‘Selling Made 
Easier by DULUX.” Address: E. I. du Pont de 
Nemours & Co., Inc., Finishes Division, Wil- 
mington, Delaware. 


RES. UB, OFF 


DULUX 


FaG. PAV. OFF. 


LISTEN TO THE CAVALCADE OF AMERICA—EAST, WEDNESDAYS, 8:00 P.M. E.S.T.; WEST, THURSDAYS, 8:30 P.M. P.S.T. 
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Review of New Products 


HAAG Washer 
Haag Bros. Co., Peoria, Ill. 


Model: Haag Vortex 82. 


Description: Tub holds 16 gal. to 
water line; equipped with Haag 4- 
vane Multiflush agitator; center 
drain; + h.p. motor permanently 
lubricated; direct drive; automobile 
type control; new 8-position wring- 
er with improved automatic release, 
inside drain board, Haag Mechan- 
ical Hand safety feeder, clutchless 
wringer gear and balloon rolls; 
light ivory finish; available with 
electric or gasoline power.—Elec- 
Merchandising, December, 


Samson-United Corp., Rochester, 


Device: Automatic percolator. 

Description: Dial may be set for any 
strength coffee preferred, percolating 
stops automatically when coffee is 
finished ; auxiliary “keep-hot” burner 
turns itself on automatically to keep 
coffee hot and fragrant until poured ; 
capacity 2 to 8 cups; makes coffee 
in 12 minutes, the manufacturers 
claim. 

Price: $8.95—Electrical Merchandis- 
ing, December, 1936. 


G-E Waffle lron 


General Electric Co., Appliance & 
Mdse Dept., Bridgeport, Conn. 


Model: “Raleigh” automatic waffle 
iron. 

Description: Chromeplate finish with 
old-ivory handles; includes such 
features as heat control, signal light 
bake control, expanding hinge to 
assure even baking, quick-heating 
glow-coil element; rim to catch bat- 
ter overflow ; 660 watts, operates on 
115 to 125 volts a.c. 

Prices $9.95.—Electrical Merchandis- 
ing, December, 1936. 


COROAIRE Conditioner 
The Corozone Air Conditioning Corp., 
1410 Euclid Ave., Cleveland, Ohio. 
Device: Coroaire gas heater and win- 
ter air conditioner. 


Description: Completely automatic— 
thermostatically controlled; gas 


Description: 


fired; 6 blade, 18 in. fan, 450 r.p.m. ; 
input 50,000, output 40,000 B. T. U.; 
automatic safety pilot; 1/40 hp. 
motor ; 2 gal. humidifier ; adjustable 
louvre grille; walnut finished metal 
cabinet 40 in. high, 26 in. wide, 
18 in. deep; double walled cabinet 
provides cool exterior.—Electrical 
Merchandising, December, 1936. 


PROCTOR Roast-Or-Grille 


Proctor & Schwartz Electric Co., 
Philadelphia, Pa. 
Roast-Or-Grille now 
furnished in special model equipped 
with thermostat which operates on 
both alternating and direct current. 
—Electrical Merchandising, Decem- 
ber, 1936. 
v 


STEWART-WARNER 
Refrigerators 


Stewart-Warner Corp., 1826 Diversey 


Pkwy., Chicago, Ill. 


Models: 11—3 Master Models 457, 


557 and 657; 8 Deluxe models, 


567, 567-P, 667, 667-P, 767, 767-P, 
and 867 and 867-P. 


Sizes: Master models 4.5, 5.64 and 


6.3 cu.ft. respectively; Deluxe 
models 567-567-P, 5.64 cu.ft.; 667- 
667-P, 6.3 cu.ft.; 767-767-P, 7.4 
cu.ft. and 867-867-P, 8.1 cu.ft. 


Special Features: “Sav-A-Step” rack 


on swinging hinges to store food 
in frequent use, may be removed 
from hinges and carried to table; 
automatic “Slid-A-Tray”; 16 point 
illuminated airplane type cold con- 
trol; reversible evaporator door; 
vapor sealed cabinet; twin cylinder 
Slo-Cycle compressor; Deluxe 
models have jade green Tenite 
panel around cold control and jade 
handles; other features in Deluxe 
models are 4-piece Kontanerette; 
Tilt-A-Shelf, rubber ice trays, 
double depth trays, etc. Porcelain 
interior; Dulux exterior on all 
models except P models, which 
have porcelain exteriors.—Elec- 
oe Merchandising, December, 
936. 
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STANDARD Water Heaters 


Standard Electric Stove Co.., 
1712 N. 12th St., Toledo, Ohio. 


Description: 18, 30, 50, 66, 90 and 


120 gal. double burner water heat- 
ers; 18 gal. model equipped with 500 
and 1500 watt units; balance equip- 
ped with 750 and 1500 watt units; 
new low base permits installation of 
large heaters in low basements; 
either switch or outside control 
furnished—extra charge if both are 
ordered; white or grey synthetic 
enamel finish. Single burner models 
also available in same style cabinet 
ranging in size from 6 to 120 gal. 
with units from 1000 to 1750 watts. 
—Electrical Merchandising, Decem- 
ber, 1936. 


SAMSON Range 
Sampson-United Corp., Rochester, 


Device: 2-burner, automatic range. 
Description: 2 steel rock burners on 


top for boiling and stewing; full 
family size oven (takes 16 lb. tur- 
key) bakes and broils; dial for tem- 
perature control; plugs into socket 
if inside or top are used separately, 
but if both are to be used together 
special installation is required. 


Price: Table model $39.50; metal 


legs $5. extra —Electrical Merchan- 
dising, December, 1936. 


GRIEST Lamp 


Griest Manufacturing Co., 
New Haven, Conn. 


Device: A change in the trade name 


of new desk lamp described in No- 
vember issue of ELectricaAL MEr- 
CHANDISING, has been made from 
“Lite-Master” to “White Knight.”— 
Electrical Merchandising, December, 
1936. 


G-E Range 


General Electric Co., 
Appliance & Merch. Dept. 
Nela Park, Cleveland, Ohio 


Model: Comet. 
Surface: Burners: 3 Calrod units — 


1-2100 watts, 1-1200 watts and 
1-1000 watts; oven equipped with 
single heat, fast, 3000 watt unit. 


Features:  6-qt. Thrift Cooker; 


“Unitop’—cooking top and back 
splasher in 1-piece; “No Stain 
Vent” eliminates staining of walls; 
“Full floating door’; oven 16 in. 
wide, 17 in. high, 18 in. deep, af- 


"464666 be 


Py) 


fords baking space greater than 
normally available in present 
ranges, can accommodate two 18-lb. 
turkeys at one time; 4 shelf posi- 
tions provided in baking space; 
space for adjustable sliding shelf 
and plain sliding shelf; broiling pan 
may be pulled all way out; large 
storage space below cooking sur- 
face; top, back splasher and 2 front 
door panels finished in glossy white 
porcelain enamel; shelf with light, 
shade, condiment jars and space for 
oven timer or utility timer avail- 
able at slight additional cost—Elec- 
trical Merchandising, December, 
1936. 


APEX Cleaners 
Apex Rotarex Corp., Cleveland, O. 


Models: 105 floor and 141 hand 


cleaners. 


Description: Model 105 equipped with 


forward rotating brush; rubber 
bumper; 1/5 h.p. Apex motor, a.c. 
or d.c.; glove fitting handle; “off” 
and “on” toggle switch; Press-toe 
nozzle adjuster; nozzle height in- 
dicator; weight 19 lbs. Model 141 
equipped with convenient, comfort- 
able fitting handle; toggle switch; 
Apex motor, a.c. or d.c.; weighs 
54 lbs. — Electrical Merchandising, 
December, 1936. 
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Review of New Products 


THERMADOR Heatfan 


Thermador Electrical Manufacturing 
Co., 2821 E. Pico St 
Los Angeles, Calif. 
Device: “Heatian” designed for year ‘ 
round use—heater in winter, fan in 
summer, 
Description: Fan speed for heater 
duty automatically regulated, pro- 
viding for required increase in 
speed when only cooling and air 
circulation is desired in 


WHITING Stoker 


warm 
weather ; weighs 74 Ibs.; 12 in. high; Whiting Corp., Harvey, Ill. 
operates on 50. or 60 cycles; Model: New Whiting “Junior.” 
equipped with improved 4-blade Description: New model has same 
fan; 2 switches for warm and cool Ne. 1 
type Dual-Draft burner, Gas Elim- 
G-E Washer aoe 1320 or 1650 watts at 115 ll tapered screw, 5-speed drive 
General Electric Co., Appliance & Price: $12.50.—Electrical Merchan- with new Whiting safety key and 


Mdse Dept., 

Model: Time Saver. 

Description: Embodies features such 
as Activator washing action, electric 
pump; heavy-duty Lovell wringer 
with instant release; permanently 
lubricated mechanism; external ad- 
justments _insure high operating 
efficiency ; 7 lb. tub has convex rim 
which a as splash guard; easy- 
rolling casters; metal parts cadmium 
plated. 

Price: $69.96.—Electrical Merchan- 
dising, December, 1936. 


Bridgeport, Conn. capacitor type motor as standard 
domestic models. Burner is mounted 
with gaskets on standard full length, 
all-welded burner base; “Junior” 
heat control has single speed motor, 
adjustable cams for pilot-fire opera- 
tion and heat anticipation, providing 
fully co-ordinated fire control; cast 
aluminum blow type fan mounted in 
press steel housing with grilled air 
inlet; enameled hopper of low-set 
Whiting design with accessible spike 
catcher and motor cover mounted on 
standard single-piece hopper base. 

Price: $199. complete with controls.— 
Electrical Merchandising, December, 

1936. 


dising, December, 1936. 


AIRTEMP Air Conditioner 


Airtemps, Inc., 405 Lexington Ave., 
New York City 
“All-In-One” air conditioner 


v 


SAMSON Hotplate 
Sampson-United Corp., Rochester, 
N.Y, Device: 


Device: 2-burner hotplate. for shops, stores and offices. 
Description: Heating elements em- Description: New air _conditioning 
bedded in steel rock plates; easy to unit of 3 h.p. capacity contains 


clean with damp cloth ; 4-heats regu- within one cabinet all mechanism 


MORSE Stokers 


Morse Chain Co., Detroit, Mich. 

Models: De Luxe and Standard auto- 
matic coal stokers. 

Description: Pyramid Tuyere retort 
designed to extract maximum heat 
from minimum amount of coal; 
3 h.p. capacitor motor with built- 
in overload protection; non-hy- 


Price: $9.95.- 


lated by switch; chromium finish. 


-Electrical Merchandis- 
ing, December, 1936. 


necessary for cooling, cleaning, de- 
humidifying and circulating 1200 
cu.ft. air per min. (compressor, 
motor, condenser and _ cooling 
coils); cabinet covers only 20x33 
in. floor space, is 74 ft. tall with 
diffusion type grill near top; new 
reciprocating type radial compres- 
sor designed so it can be encased in 
base of cabinet; semi-portable—may 


draulic gearless transmission; ad- 
justable transmission speed control 
permits from 50 Ibs. coal per hour 


be moved from one building to 
another; can be adapted to duct 
installation for conditioning of sev- 
to 1 lb. or less; squirrel-cage type Vv eral individual _rooms.—Electrical 
fan 9 in. diam.; low hoppers with Merchandising, December, 1936. 
350 Ibs. capacity; non-wearing alloy LITTLE GIANT Washer 

steel feed screw.—Electrical Mer- 


: Pa Little Giant Appliance Corp., 325 13th 
dais ) 936 gon 
chandising, December, 1936. t., Oakland, Calif. 
v Device: No. 52 Royal-Deluxe tray 
= washer. 
Description: Fits into wash tub; 


floating gyrator; Marktime control 


\ switch; Gold Seal wringer with 
} chrome drain board, balloon rolls, 
AVAL automatic reversing water flume, 
7 quick acting release; balanced 


j floating motor mounted in rubber; 
oe / polished chrome base and lid; art 
/ 
| case 


metal finished motor and gear 
polished aluminum = gear 
cover. 
| Price: $109.50.—Electrical Merchan- 
\ 4 dising, December, 1936. 


SIGNAL Drill 


Signal Electric Mfg. Co., Menominee, 
Mich. 


Model: OBS8 new light-duty 2 
portable electric drill. 

Description: Properly balanced with 
air-cooled handle with comfortable 
grip; trigger type switch in handle 
with lock for continuous operation ; 
signal motor for a.c. or d.c., 110- 
120 volts, 25-60 cycles; 12 in. long. 
3% in. wide; equipped with almond 
3-jaw chuck with key; aluminum 
housing.—Electrical Merchandising. 
December. 1936. 


2-Filament Incandescent Lamp 


Double-Life Lamp Co., 

Hoboken, N. J. 
Device: 2-filament lamp with auto- 

matic switch. 
Description Outwardly resembles 
standard brand bulb; inside glass 
chamber are 2 filaments rather than 
one, with automatic switch which 
effects new circuit as soon as first 
filament burns out, increasing the 
life of bulb to 2000 hrs.—Electri- 
cal Merchandising, December, 1936. 
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Device: 


Description: 


CROSLEY Xervac 


The Crosley Radio Corporation, 
Cincinnati, Ohio. 


Device: Hair growing machine. 
Description: 


The theory of the new 
hair growing device is based on 
fact that scalp contains a deep net- 
work of blood vessels which ordi- 
nary massage does not reach. Ac- 
cording to Dr. Cueto, who devel- 
oped the device, most live hair fol- 
licles are seated in this deep net- 
work which can be reached by 
alternate vacuum and pressure to 
stimulate growth of hair; clinical 
results have shown improvements 
in most cases treated where hair 
follicles were found to be present 
but not functioning normally. 
Clinical results reported by Dr. 
Cueto indicate that abnormal fall- 
ing of hair is arrested in nearly 
every instance after 5 hours of 
treatment; “previous fuzz” usually 
begins to grow and develop color 
after seven to ten hours; from this 
point progress of full growth of 
hair continues, dependent upon live 
follicles present at beginning of 


ing, December, 1936. 


G-E Comforter 


General Electric Co., 
Schenectady, N. Y. 

Electric comforter automati- 
cally keeps sleeper warm regardless 
of change in room temperature. 
Designed to give gentle 
warmth over large area—no con- 
centrated heat at any one point; be- 
tween 2 thicknesses of lightweight 
material many feet of fine, flexible 
conducting wire, with special rubber 
insulation. is sewn in zig-zag pat- 
tern; both ends of wire are brought 
to terminal at end of comforter 
leading to control box which con- 
tains adjusting mechanism, ther- 
mostat and transformer; one-and- 
off switch and control knob regu- 
lates amount of heat produced by 
comforter; safety features prevent 
it from getting too hot, nor can a 
person get a shock, the manufac- 
turers claim; plugs into ordinary 
socket ; consumes approximate 
equivalent of 100-watt lamp in a 
night; available in single and double 
bed sizes——Electrical Merchandis- 
ing, December, 1936. 
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NO. 2299 “Se NO. 602 
99° 


COMPLETE COMPLETE 


Each style comes packed 
in its own colorful, price- 
marked FREE DISPLAY 
. . of which the above 
No. 990 is typical. 


NO. 2298 


99° 


COMPLETE 


EADERSHIP in styling, materials, design—that is where these highly attrac- 
tive Bond quick sellers get their big quality appeal. Supplied in popular- 


priced self-selling deals that turn over quickly and yield excellent profit. 
BOND FLASHLIGHTS FOR CHRISTMAS SALES 
Priced to Retail Complete with Bond Super Service Mono-cells 


39¢ No. 2122—Full chromium plated 2-cell Spreadlight. Offered special 
in Deal No. 390. 


49¢ No. 502—Full chromium plated 2-cell Spotlight. Offered special 
in Deal No. 490. 


98¢ No. 2093—Fibre-Bronz "Baby" Spotlight, golden bronze and black 
corrugated fibre. Offered special in Deal No. 198. 


99%¢ No. 2299—Fibre-Bronz in golden bronze and black corrugated 
fibre. Offered special in Deal No. 990. 


99¢ No. 2298—Bronz-Lite in solid golden bronze. Offered special in 
Deal No. 980. 


$] 25 Handsome Stylo Spotlight No. 602 in chromium and three 
- different color designs. Offered special in Display Package 
No. 600, without batteries. 


Ask your Jobbers Salesman for full details 
BOND ELECTRIC CORPORATION 


New Haven, Conn. Chicago, Ill. San Francisco, Calif. 


REG. us. patorf. 
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YEAR 
"ROUND 
SUNSHINE 


from $24.95. 
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General Electric’s Florida 
Sunlamp delivers three times 
as much ultra-violet radiation 
as natural, mid-summer sun- 
shine and it is always available 
at the flick of a switch. Posi- 
tive adjustment allows for 
every necessary variation in 
height or angle of reflection. 
Up-to-the-minute in design 
and finished in statuary bronze. 
Price, $39.95. Other Sunlamps 
Prices slightly 
higher west of the Rockies. 


The most successful promotion 
of General Electric Sunlamps has 
been accomplished through the use 
of Sun Rooms. Many large depart- 
ment stores, from coast to coast, 
have each year devoted a valuable 
portion of their main floor space 
to such Sun Rooms. 

They have varied in size from 


THERE’S PROFIT FOR YOU 
IN THE SUNSHINE OF 
G-E SUNLAMPS 


A SUN ROOM WILL SELL SUNLAMPS 


pretentious, specially constructed 
departments, to modest Sunshine 
Lounge Rooms with two or three 
Sunlamps in operation. The result- 
ing sales of Sunlamps have been 
profitable in each case, so profit- 
able, that each year new Sun Rooms 
have been installed to accommodate 
an ever-increasing patronage. 


ESQUIRE AT YOUR SERVICE 


Esquire, “The Magazine for Men,” 
with over 425,000 circulation and over 
4,000,000 readers, of both sexes, will 
carry the story of General Electric Sun- 
lamps, beginning with the January 
1937 issue, on the newsstands Decem- 
ber 15. The Sunlamp story will inter- 
est every one of its readers. They will 
be your customers. See your nearest 
General Electric distributor today to 
obtain the complete profit story of 
General Electric Sunlamps. 


GENERAL ELECTRIC 


SUNLAMPS 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 


DECEMBER, 1936—ELECTRICAL MERCHANDISING 


ROBERTSHAW Control 


Robertshaw Thermostat Co., 
Youngwood, Pa. 


Device: Robertshaw Thermal Eye 
Heat Control for electric ranges. 
Description: Complete, self-contained 
unit that lights when oven switch 
is turned on and Thermal eye sig- 
nals exactly when oven has reached 
temperature set on dial ready for 
food; signal light is on constantly 
when oven is in use; control of 
oven temperature assured by posi- 
tive mechanical toggle device; dial 
calibrated for various degrees of 
heat; thermostatic bulb with ex- 
panding liquid operates at tem- 
peratures in excess of those con- 
trolled in oven; available in 12 
models to cover all demands—30 
amps—125 volts and 20 amps—250 
volts.—Electrical Merchandising, 

December, 1936. 


G-E Air Conditioner 


General Electric Co., 
Bloomfield, N. J. 

Device: Gas fired, warm air condi- 
tioner for residential winter serv- 
ice. 

Description: 1-piece cast iron heating 
unit eliminates possibility of flue 
gas ‘eaks; electric pilot switches 
prevent opening of main gas valve 
until all pilots are burning; fully 
automatic humidity control and 
thermostat enable mechanism to 
function steadily without attention; 
aphonic radial flow fan secures de- 
livery of more air against higher 
pressure with less noise; heating 
surfaces include radiation screens 
of sheet steel with high heat trans- 
fer rate; cooling coils for complete 
summer air conditioning may be 
added later.—Electrical Merchan- 
dising, December, 1936. 

EAGLE Range Lamp 
Eagle Electric Mfg. Co., 
59 Hall St., Brooklyn, N. Y. 

Device: No. 373-W and 373-V range 
lamps. 

Description: Can be attached to any 
electric range with 2 thumb screws; 
No. 373-W, white with black dec- 
oration; No. 373-V Ivory with 
black decoration. 

Price: $1.42 each—Electrical Mer- 
chandising, December, 1936. 
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ABOUT OUR TIME 
PAYMENT PLAN —” 


RIGHT THERE is where your sale may be closed—or lost. 


Mr. and Mrs. Customer don’t buy with their eyes 
closed. First they make sure the product is what 
they want. And then they go into the question of 
financing. Who is the financing company? What 
is its reputation for fair terms—for financial 
responsibility? 


Commercial Credit Company qualifies in every 
respect. A national reputation assures public 
confidence. A record of financing more than 
$716,000,000 of business in the past year alone, is 
a convincing measure of financial responsibility. 
Careful credit investigation, local cooperation and 
prompt remittances make Commercial Credit ser- 
vice the official choice of leading manufacturers, 
distributors and dealers in many lines of business. 


May we explain how Commercial Credit Company 
Financing can help your sales? Inquiry at any of 
our 172 offices located in the principal cities of 
the United States and Canada will get immediate 
attention. No obligation. 


COMMERCIAL CREDIT COMPANY 


COMMERCIAL BANKERS 
CONSOLIDATED CAPITAL 


tae 


HEADQUARTERS: BALTIMORE 
AND SURPLUS $63,000,000 


FINANCING SERVICE FOR MANUFACTURERS, DISTRIBUTORS AND DEALERS 
THROUGH 172 OFFICES IN THE UNITED STATES AND CANADA 
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Goon EAR 
Endless Cord \/ Belts 


¥" need three things to get 
a bigger share of the fast- 
growing V Belt business. First, 


a complete line—and Goodyear 
offers you that with 214 differ- 
ent sizes of belts built to fit 


every make and model of appli- 
ance. You need a line that holds_, 
customers —and tests prove 
Goodyear’s endless cord con- 
struction wears longest without 
slip or stretch! You want an 
easy-to-sell line —and Goodyear’s 
reputation for highest quality 


Heovy 


section 
© 

e 
nevirol pion 


products, plus the handsome 
metal display me furnished with 
every Goodyear assortment, does the selling for you. Isn’t 
this just the combination you’ve been looking for? 


LTS 
Go R LONGER For information and prices call your jobber or write 
ss—WEA Goodyear, Akron, Ohio, or Los Angeles, California 
STRETCH high rensile endless 
ig t 
cried by there leas 
at a pout ear-develo THE GREATEST NAME ~ RUBBER 
distor that elim! lw pelts { \ 
constructio on in tching, now 
friction cearing, now Jose wove? 
nsures longer ver is a 


siping FRACTIONAL HORSEPOWER ENDLESS CORD V BELTS 


REFRIGERATORS WASHING MACHINES WATER PUMPS STOKERS Oil BURNERS BEER PUMPS WOOD WORKING MACHINES 
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REPAIRING STUCK-UP 
COMPRESSORS 
W. G. Christie 


Stuck-up compressors can be re- 
paired in the small shop and the fol- 
lowing procedure has been devised 
after performing many such over- 
hauls. This procedure is different 
from that employed when overhauling 
a noisy compressor because the stuck- 
up compressor cannot be readily dis- 
assembled. 

Install flare nuts and dead heads on 
the compressor valves and immerse 
the entire compressor in a pail of 
boiling water for about 20 minutes. 
Keep changing the water to maintain 
the high temperature. At the end of 
20 minutes, put the compressor in the 
vise and start to disassemble it. (The 
boiling water heats up the cylinder 
casting and causes it to expand. As a 
result the pistons can often be moved 
without undue effort. The water heats 
the casting uniformly, causing uni- 
form expansion. If the heating was 
done with a torch, all parts of the 
casting would not expand at the same 
rate and as a result the pistons would 
stick worse than ever.) 

Remove the head and flapper valve 
and pour oil around the pistons. Try 
to turn the flywheel. Most of the time 
the pistons will move. Keep pouring 
cutting oil into the cylinders and turn- 
ing the flywheel until the mechanism 
works freely. Next, disassemble the 
cylinder from the crankcase and re- 
move the cylinder. Unscrew the large 
nut which is on the opposite side of 
the crankcase from the seal. Remove 
the compressor from the vise and drop 
out the spacing washers. Dump out 
the oil. Replace the compressor in the 
vise. Remove the seal retainer plate 
and the seal. Remove the piston 
wrist-pin set-screws and drive out the 
wrist-pins. Remove the eccentric set- 
screws and drive out the shaft. 


Checking Parts 


Now take the compressor head, 
crankcase and cylinder block and 
place them on a hot stove and allow 
them to heat up until a drop of water 
will evaporate rapidly when placed on 
them. This insures that all moisture 
has been driven out of the pores of the 
castings. 

While these parts are baking wash 
the eccentrics, rods, pistons and pins 
in white gasoline and blow them off 
with the air line. Take the pistons 
and wrist-pins and try them for play. 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 
Address Service Eprror, Electrical Merchandising 
330 West 42nd St., New York City 


The pin should pass freely into the 
piston but there should be no play 
discernible. While trying for play, 
revolve the pin so that any worn side 
will be detected. If any play is no- 
ticed, discard the pin for a new one 
or an oversized one. If the new pin 
does not freely enter the piston, try 
reaming the piston with a wad of 150 
grit carborundum cloth. 

Next take the rods and eccentrics 
and try them for play. If they do not 
fit easily and turn freely, take a little 
Bon-Ami and mix it with oil until an 
oily paste is formed. Put a small 
amount of paste on the eccentric and 
then work the rod back and forth for 
about two minutes. Remove the rod 
and wash both the rod and the eccen- 
tric in white gasoline. Blow them off 
with the air line and wipe them. Smear 
a little oil on the rod and the eccentric 
and try for fit again. Keep lapping 
until the rod works easily and 
smoothly on the eccentric, When the 
eccentric is held in the left hand and 
the rod in the right, no play should be 
discernible when the rod is pulled away 
from the eccentric. Should any play 
be discernible take the rod and gently 
squeeze it in the vise. Then try it for 
fit. Generally it will be too tight and 
it will have to be lapped in. 

By this time, the crankcase, cylin- 
der and head should be finished bak- 
ing. When they are cool enough to 
handle, clean out the head and the 
crankcase with steel wool. When all 
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the rust has been loosened up, blow 
out these parts with the air line. The 
inside of the head and the crankcase 
should now be clean and dry. 


Assembly 


Now clamp the cylinder block in 
the vise in a horizontal position. As- 
semble a piston to a rod and put a 
little Bon-Ami and oil on the piston. 
Lap the piston and cylinder until the 
piston slides easily and freely in the 
cylinder. Clean both the piston and 
cylinder thoroughly and lap them in 
several minutes with clean oil. Mark 
the piston and cylinder so that the 
correct piston goes into the correct 
cylinder on the final assembly. In like 
manner, lap in the other piston and 
cylinder, 

Experience has shown that unless 
the shaft and seal are in good condi- 
tion, it is cheaper to discard than to 
repair them. 

Repair the flapper valve as described 
in the February issue of “Electrical 
Merchandising.” 

Reassemble the compressor making 
certain that all the Bon-Ami has been 
washed out and that all set screws 
have been tightened. During the en- 
tire assembling period the shaft should 
turn easily by hand. There should be 
no tight or jerky spots. When assem- 
blying the cylinder block, make certain 
that the correct wrist-pin and piston 
go into the correct cylinder. 


Testing 


When the job is finished, the com- 
pressor must be tested for leaks, for 
noise and for efficiency. Hook the 
shop air line to the suction valve of 
the compressor and install dead heads 
on all open valve ports. Turn on the 
air line and immerse the entire com- 
pressor in a tub of water. Any leaks 
will show up as bubbles in the water. 
When the air line is connected to the 
suction side of the compressor, the 
entire compressor is subjected to the 
test pressure. If the air line was con- 
nected to the head of the compressor, 
the flapper valve would prevent the 
pressure from entering the crankcase 
and hence only the compressor head 
could be tested. 

After the leak test, blow the water 
off the compressor. Clamp the body 
in the vise. Install a flywheel on the 
shaft and drive the flywheel by means 
of a motor which may be located un- 
der the bench. Install a high side and 
a low side gauge. Open the ports on 
the head valve and on the suction valve. 
Start the compressor. Adjust the 
head port so that the head pressure is 
maintained at about 90 Ibs. Allow the 
compressor to run for about two 
minutes. Listen closely for noise. At 
the end of the noise test, slowly close 
the suction port and the head port so 
that the 90 lb. head pressur@ is main- 
tained as the crankcase runs at a 
vacuum. The compressor should pull 
at least a 25 inch vacuum with the 
90 lb. head pressure. Stop the com- 
pressor. Wait two minutes. If the 
flapper valve is holding, the 25 inch 
vacuum will remain at the end of the 
two minute period. 

When the test is completed, the 
correct amount of oil should be drawn 
into the crankcase. To do this, run 
a piece of 4” tubing from the crank- 
case to the jar of oil. Open the suc- 
tion valve while the crankcase is at 
25 inches of vacuum. Atmospheric 
pressure will force the oil into the 
crankcase. 

A coat of paint completes the over- 
haul and makes the compressor ready 
for use. 


SIMPLE FLYWHEEL-PULLER 
By W. C. Farmingdale 
A serviceman frequently has to re- 
move a flywheel in order to change a 


shaft seal. This is a simple operation 
if a wheel-puller is available, but it is 
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“RECORD BREAKING VOTE FOR THE 


“Both sexes cheered 
my platform fair, 
They want ice cubes, 
full-sized and square. 
A reeord vote I did receive 
For Rubber Trays in every sleeve.” 


“Neo votes were cast, “tis sad te tell, 
For Cubes that melt 

from metal cell. 

Oh me—Oh my—we are not strong— 

The water faucet done us wrong.~ 


There’s one thing that husbands 
and wives agree on by a vote of 99 
to l. That is the advantage of get- 
ting ice cubes at the refrigerator ped with a Flexible Rubber Tray 
—full-sized, cold and dry. Be sure or Grid in every ice compartment. 


THE INLAND MANUFACTURING CO., DAYTON, OHIO 


that the refrigerator you sell gets 
the vote of both husband and wife. 
Insist that it comes factory equip- 


Frexipre Tray on Gru 


—COMPARTIME 


MAKE GOOD APPLIANCES better 


When an appliance manufacturer 


silently, efficiently —that they are 
holds R & M responsible for the 


engineered by America’s motor 


motors, he knows that he’s going 
to get a better-running job. And 
you know that you're going to get 
a better-selling job. Point out to 
customers that R & M motors are 
built to run more smoothly, 


FANS e MOTORS e HOISTS 
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specialists to give a lifetime of 
reliable service. Use the R & M 
name in your selling. It’s backed 
by forty years of concentration on 
quality. . . . Robbins & Myers, 
Springfield, Ohio; Brantford, Ont. 


E,MYERS 


e CRANES e FOUNDED 1878 


a heartbreaking job if a puller is not 
on hand. 

An old pipe vice and a piece of 
chain make a good wheel-puller. Dis- 
card the lower part of the vise and put 
a 7% inch bolt through the chain and 
through one bolt hole as shown. Wrap 
the chain around the spokes of the 
flywheel and then bolt the free end of 
the chain to the vise at bolt No. 2. 

Turn down on the adjustable jaw to 
“walk off” the wheel. 

When using this puller on a 3-spoke 
flywheel it will be necessary to wedge 
a heavy wrench between the moveable 
jaw and the shaft because the jaw will 
not come down onto the shaft. 

Another improvised puller can be 
made out of an automobile jack and a 
piece of chain. Wrap the chain around 
the spokes. Put the bottom of the 
jack on the shaft. (Always keep the 
shaft nut on so as to prevent injuring 
the end of the shaft.) Run the two 
ends of the chain over the moveable 
jack arm and bolt the two ends to- 


| gether. Then by operating the jack, 


the wheel can be walked off. 
This second method requires a little 


| practice before it can be made to 


work. 


MAKES and MODELS 


FRIGIDAIRE (EE5 Refrigerator) 
—Job sticks up, compressor can be 
broken loose by turning flywheel... . 
Check head pressure. If it is over 
70 lbs. discharge entire job and re- 
charge. The unit will work on 4 Ib. 
of SOs. If head pressure is o.k. add 
4 pint of oil to compressor. 


FRIGIDAIRE (TP5 Refrigerator) 
—Gas leak at coil. ... Pump down 
job and check for squeezed tubing un- 
der flare nut on the expansion valve. 
If this is o.k. open the nut over the 
valve adjustment screw. If gas rushes 
out (job still pumped down) replace 
the expansion valve. 


FRIGIDAIRE (N,C,Y,L_ Re- 
frigerators)—Short cycling, high pres- 
sure switch keeps cutting machine off. 
. . . Check and clean water strainer 
at water inlet. Water leak at water 
valve. . . . Insert small nail into hole 
in valve stem and turn valve stem until 
leak stops. Turning the stem tightens 
the valve packing. 


FRIGIDAIRE (Low Side 
Refrigerators)—Short cycling, 
or no_ refrigeration. Liquid 
strainer is probably clogged. Close 
liquid valve at the coil and crack liquid 
line flare at coil. If gas and liquid 
rush out the float valve strainer is 
clogged. Invariably it is the inside 
strainer located under the liquid line 
It is best to change the float 
valve rather than to replace the 
strainer. If gas and liquid do not rush 
out of the liquid line when the flare 
is cracked. . . . The receiver strainer 
is plugged. If the job has an outside 
strainer change it. If no strainer is in 
sight sell the customer an overhaul 
because the job has to be discharged 
in order to change the strainer. 

Squeaking sound. . .. Try holding 
a piece of soap against the belt. If 
squeak disappears change the belt and 


Float 
little 


valve. 


DECEMBER, 


and tell 
yourcustomers 


why 


you sell them 


You can afford to be frank about 
it—to tell your prospects that you 
handle a line of ranges equipped 
with Chromalox Super-Speed 
Units because after-sale service 
troubles are out—you practically 
never have them . . . because a 
Chromalox-equipped range, once 
sold, stays sold . . . because these 
ranges through their exceptional 
performance, make valuable busi- 
ness friends for you, creating 
customer confidence, and new 
sales . . . and because a Chro- 
malox unit on a range is a recog- 
nized mark of sterling quality. 

@ Prospects invariably react 
favorably to the fine features of 
these ‘units—the flat top, convey- 
ing heat the fastest way .. . the 
unique and economical “two- 
burners-in one” feature . . . the 
immunity to damage by spill- 
overs the easy cleaning 
feature . . . the solid endurance 
of these units, and their splendid 
economy. All of these points 
help you to sell Chromalox- 
equipped ranges, because every 
prospect knows that the range 
unit is the very heart of every 
electric range. 

@ Sell a line of Chromalox- 
equipped ranges . . . sell Chro- 
malox Super-Speed units for re- 
placement in other ranges . . .- 
and right now use the coupon 
below. 


‘GET THIS 
SALES PLAN 
BOOK 


MAIL WITH YOUR BUSINESS LETTERHEAD TODAY! 
EDWIN L. WIEGAND CO. 
7525 Thomas Bivd., Pittsburgh, Pa. 


Without obligation, send us complete data about Chro- 
malox Super-Speed Range Units and how we can make 
money selling them. 
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the motor pulley. If only the belt is 
changed the noise will reappear in 
about three weeks. 

Squeaking sound which occasionally 
disappears and then comes back again 
by itself. ... If the noise lasts just 
a minute or two, stops and then comes 
back again in a few hours or a few 
days it invariably indicates the stuffing 
box as its source, Reverse direction of 
motor. Check job in several days. If 
noise continues change the stuffing 
box. 

Hissing at float valve, liquid line 
warm, job runs continuously... . 
Probably shortage of refrigerant. Add 
gas until hissing stops. If you haven’t 
enough refrigerant in your service 
cylinder raise the front of the com- 
pressor by adjusting the compressor 
suspension springs. This will cause 
the liquid refrigerant in the receiver 
to flow to the back of the receiver 
where the liquid line standpipe enters 
the receiver and will have the same 
effect as adding gas. 

Suction line frosts back to com- 
pressor, job runs continuously... . 
Generally caused by stuck open float 
valve. Before pumping down to change 
the float see that the cabinet is level. 
If it is tipped forward slightly the 
float will not close and liquid will pour 
down the suction line, causing the 
frost back. After pumping down the 
job to change the float wipe all 
moisture off the float valve header and 
bring the low side pressure back to 
0 lbs. before removing the header. 
After changing the float, run the head 
valve all the way in, start the job and 
pull all the air and gas out of the coil 
and liquid line by discharging the air 
and gas from the compressor head into 
lye water. By this method all the air 
which entered the job at the float 
valve will be removed. 

Occasional banging noise at the coil, 
compressor sounds noisy, entire coil 
does not frost up. . . . Look for oil- 
logged coil. Ask’customer if someone 
has recently added oil to the com- 
pressor. If no oil has been added re- 
cently close the liquid line valve at 
the receiver, block the switch and 
start the job. Heat the coil with a 
torch or by using hot water in the ice- 
cube trays. Continue heating until 
the banging noise stops. When using 
a torch be careful that you don’t heat 
the coil sufficiently to melt its soldered 
joints. If someone has just added oil 
to the job pump down the coil and re- 
move it from the cabinet. Remove the 
float valve and dump out the oil. Add 
about 4 lb. of refrigerant to prevent 
oil logging again. 


IRON FIREMAN (Stokers, Up to 
1931)—Key securing feeding worm to 
source of power shears. . . . This key 
is deliberately made of material that 
shears easily to protect the stoker from 
serious damage. It is necessary to 
remove the motor pulley to replace a 
sheared key. Most repairmen use a 
pry on the pulley, after loosening the 
setscrew. Very often after the key 
has been replaced the stoker runs 
erratically, starting, reaching normal 
speed and then falling back to start- 
ing speed again. Acting as if the 
motor is overloaded, the stoker thus 
leads the repairman to think some- 


thing is binding in the worm he has 
just repaired. The trouble will, how- 
ever, be found in the bearings of the 
motor. Prying the pulley off has 
moved these bearings, allowing the 
armature to much end-play. The 
armature moves away from the start- 
ing switch (which is fastened to the 
motor frame), causing the motor to 
run in the start position. The bearings 
should be returned to their normal 


position. 
MAYTAG (30, Washer)—Hexa- 
gon head on roll wears round... . It 


is customary to install a new wringer 
roll but in some cases the customer ob- 
jects to discarding the entire roll. Cut 
off worn hexagon right up to shoulder. 
Find center of shaft. Place center- 
punch at this point and hit with ham- 
mer. Drill hole in shaft and tap for 
vs inch bolt. Make sure threads on 
bolt run its entire length. Screw bolt 
up tight in shaft. Drill small hole 
through shaft and bolt at once, from 
side, and install pin. No shaping of 
the bolt head will be necessary. 


Fig. 2. See Above. 


HEATING 
ELEMENTS 


The heating appliances you sell during this Christ- 
mas selling season .. . if equipped with ‘“Nichrome” V, the 
most durable heating element material . . . will work for you 
in building more sales during 1937. . . . . 


DRIVER - HARRIS COMPANY * HARRISON, N. J. 


NORGE (1936  Refrigerator)— 
Ping or “knock”. . . . Usually caused 
by one of two things: Either the ex- 
haust tube that carries the compressed 
gas out into the dome is touching the 
dome each time the increased pressure 
caused it to straighten slightly or the 
tube may be broken loose from the 
compression chamber, permitting the 
gas to be emitted below the oil level. 
By pushing the rollator back and forth 
while it is running the “ping” can be 
heard to change pitch. The noise 
varies in tone as the oil is splashed 
about. Since the exhaust tube is very 
firmly fastened in later models the 
trouble is generally due to gas being 
exhausted below the oil level. The 
easiest way to effect a cure is to drain 
out some of the oil. Discharge the 
rollator, remove the oil filler plug from 
the dome, then drain about one-fourth 
of a pint of oil from it. It is fre- 
quently necessary to remove the bolts 
from the base of the rollator and tip 
it to make it drain as the oil level may 
be below the oil filler plug. 
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The Accepted Standard 
Since 1909 


Progressive dealers everywhere find it pays to sell 
BRIGHT STAR products . . . a complete flash- 
light and battery line, featuring 


* -& Fully Insulated Meta! Top Cells 
% One Hand Focusing Spotlights 


* Dry Cells, Radio Batteries 
* Flashlight Display Units 


High quality merchandise, eye-appealing 
displays and liberal profit margins make 
this a most attractive line . . . Catalog 
and full details gladly sent on request. 


BRIGHT STAR BATTERY CO. 
Clifton, N. J. 
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PART 


SERVICES 


INDEX TO ADVERTISERS 


WITH RANCOSTAT. More EXACT Replacements than any other line. 
Write for Bulletin 655-A. 


RANCO, INC., Columbus, Ohio 


VACUUM CLEANERS 


REPAIRED -REBUILT 


4, 
Guaranteed Oy 
— QUICK SERVICE 


Send your repair and 
rebuilding work to 
Re-New. Lowest 
prices on parts for all 
makes. AlsoWashing 
Machine Parts and 
WRINGER ROLLS. 
RE-NEW SWEEPER CO. 
9593 Grand River Ave. 
Detroit, Mich 


DUST BAGS 


15 cents a word, minimum charge $3.00 
an insertion. (See { on box numbers.) 
Positions Wanted (salaried employment 
only) 42 the above rates. (See { on box 
numbers.) 

Discount of 10% if full payment is made 
in advance for 4 consecutive insertions 
of undisplayed advertisements. 


A N D Alter Co., Inc., Harry. . — Ser ee 52 
Aluminum Company of America... 34 Kelvinator Corp. .............. 6 
American Weekly ............. 15 Leonard Refrigerator Co........ 9 
Apex-Rotarex Corp. McGraw-Electric Co. .......... 37 
Inside Front Cover Malleable Iron Range Co....... 35 
Matthews Mfg. Co............. 55 
UNDISPLAYED RATE: $1.00 Per line per insertion. Minimum charge $4.00. rise Bond Electric Corp............ 47 Merchandise Mart ............. 3 
ine in sma ace t ) tion count t % 
if full ter “consecutive insertions of Discount ads. Machine Co...... 55 Division, Borg Warner 
DISPLAYED RATE: 1 inch $12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in. Bright Star Battery Co.......... 53 vOrp. ...... 
12 inches—$10.50 per in. (An advertising inch is measured "vertically on one Burnstein-Applebee 54 Ohio Tex. Specialty 54 
There are 4 columns—48 inches to a page.) Commercial Credit Co......... 49 Parts, Service & Accessories... .. 54 
Driver-Harris Co .............. 53 Premier Division, Electric Vacu- 
du Pont de Nemours & Co., E. |. 44 um Cleaner Co.............. 23 
Edison G. E. Appliance Co...... 54 
27, 28, 29, 30 Railway Express Agency, Inc.... 14 
Electrical Wholesaling ......... 18 13 
Frigidaire Division, General Mo- Re-New Sweeper Co........... 54 
tors Sales Corp........ Back Cover Robbins & Myers, Inc........... 52 
General Electric Co ..33, 48 Robertshaw Thermostat Co...... 16 
service that enables ae FOR All MAKES Inside Back Cover Searchlight Section ............ 54 
Depe ondable ser service and the — gy nd Electric Refrigerator Stewart-Warner Corp. ......... 19 
to give spt e. That’s what you secure Oe screen ncececscscosens 4 Sunlight Electrical Co.......... 36 
with “he -adquarters Wholesale Only Bros. Mfg. 54 Voss Mie. Ca. 
when you gest line. Write e Goodyear Tire & Rubber Co.... 50 h ; Mfg. Co. 21 
America’s larg r letter-head. Westinghouse Electric & 
catalog on leveland—St. Louls SEND FOR OUR Wiegand 
Branches: New co Inc Horton Mfg. Co............... 55 Wilcolator Co. Pare re. 
THE HARRY ALTER BARGAI N 17 Willman Electric Co............ 54 
1728 MICHIGAN CATALOG 
. 
Toss Out The |SEARCHLIGHI | 
OLD NEW S C T N “OPPORTUNITIES” 
SALES EMPLOYMENT 
BUSINESS—MERCHANDISE 
It $ With XACT REPLACEMENTS ‘ UNDISPLAYED RATE—Per word. DISPLAYED RATE—Per inch. 
@ 1 inch $8.00 per inch 
You can never “replace” the hours you lose—trying to properly install ap 3 7.80 per inch 
a makeshift replacement. Why waste time and lose profits? REPLACE tributors, Representatives advertising), 4 to 7 inches 7.60 per inch 


Rates for larger on t 
advertising inch is measured vertically 
on one column. There are 4 columns— 
48 inches to a page. 

Box Nuambers—Care of Electrical Mer- 
chandising’s New York, Chicago or San 
Francisco offices count as 10 words ad- 
ditional in undisplayed ads. Replies for- 
warded without charge. 


VACUUM CLEANER DUST BAGS 
hundred. The best replacement bag on the 
market. 130 No. 


Warren St., 


Universal Sales Syndicate, 
Trenton, N. J 


NEW ADS 


$30 per 


New advertisements for the January issue 
of Electrical Merchandising should be re- 
ceived by December 26. 


Profitable Specialties for Electrical Trade 


Mangle Roller Covers for pounenete machines. 
Complete with tie cords. 50c Iter 

Electric Heating Pads, Orchid ccieeed. Approved 
heating element. $1.00 em 


Wash. Mach. Covers. For all makes of washers. 


$1.29 Item 
Electric Fan Covers. Attract., servicable. 50c Item. 
Write for samples and discount. 


Ohio Textile Spec. Co., 3440 W. 54th St., Cleve. 0. 


ARMATURE 


Motor Repair—All Types 
We stock vacuum cleaner parts 
Write for prices and Catalog 
WILLMAN ELECTRIC Co. 
12506 Dexter, Detroit, Mich. 


Find what you are looking for? If 
this or other advertising in this issue 
does not supply the information 
* wanted, of parts, services and acces- 
sories, write 
Electrical Merchandising 
330 W. 42nd St., New York, N. Y. 


“What Can It Do For Me?” 


Advertising that is read with this thought in mind, may provide the 
solution to a problem that has kept you awake nights for weeks. 


GLASCOCK BROS., MFG., CO. 


FOR SALE 


Aik CONDITIONING APPARATUS 


1—Standard Carrier Panel Room, constructed 
throughout of metal with two inches of in- 
sulation between inner and outer metal. This 
room consists of sides and top and is equipped 
with two (2) doors, each measuring 39” wide 
by 6’-3” high. 
Room measures 16’-9"x14’-8"x8’-1" high and 
rests on_four inch (4") machinery corkboard. 

1—Carrier-Brunswick two-cylinder. 4” bore by 3” 


stroke, Ammonia Refrigeration Compressor. 
complete with 
1—7% HP., 1750 R.P.M., 220 volt. 3 phase, 60 


cycle Motor for driving same. 
1—Compressor Drive. 
1—Shell Type Condenser. 


uges. 
All of the necessary high side Piping. 
The necessary Hand Switch with thermal pro- 
tection for compressor motor. 
The necessary Expansion Valve, scale trap. 
high pressure cut-out, automatic water valve. 


and 

1— Thermostat of the insertion type for stopping 
and starting compressor. 

1—Carrier-York Tower Type Unit Air Conditioner, 
Standard No. 1722, complete with fan, fan 
motor, casing, direct expansion coils. brine 
spray pump and pump motor, together with all 
the necessary recirculating oe piping. 

All of the necessary Carrier Ejector Nozzles, 

ejector nozzles headers and galvanized iron 

duct work to make same complete. 
1—Aluminum Relief Damper. 

1—Diamond Mesh Return Grill. 

1—Belt Guard. 

The necessary fresh and return Air Dampers. 
1—Automatic, type Thermostat the 

automatic control of dampers and va 

The necessary lever Air Motors duct 

Thermometers. 

1—W-102 Air Compressor complete with tank, 
piping and fittings necessary to make the auto- 
matic control system complete 

Store, Theater. oe. Cooling and Conditioning. 

Bought New, Used Less Than 30 Days; Ideal for 


MUNCIE, INDIANA 


Young Man Wanted 
Who Is Experienced In 
Electrical Design 


appliances must have experience 
in thermostat design 
Inventive mind necessary. 
Electrical Engineering degree 
desirable. 

Give full details as to experience, edu- 

cation, age and salary in first letter. 

Factory Located In Middle West. 


Address, P-476, Electrical Merchandising 
520 No. Michigan Ave., Chicago, Ill. 


and production of electrical heating 


SELLING 
OPPORTUNITIES 


OFFERED—WANTED 


Selling Agencies—Sales Executives 
Salesmen—Additional Lines 


OPPORTUNITY WANTED 


SALES MANAGER, exceptional proven abil- 
ity, will build N. Y. territory for company 


with product of merit. 
January 1. Write SA-478, 


Services available 
Electrical Mer- 


chandising, 330 West 42d Street, New York 


City. 


Remember, back of the signature of every Electrical Merchandising — SALESMEN WANTED 
advertiser is another organization, whose members have thought long RADIO MANUFACTURER OF NATIONAL 
and hard about your business in the course of introducing and applying | CATALOG a. ake onae a aan 
or to industry. this bic catalor. ACCEPT APPLICATIONS FROM 
i their offerings can improve the quality of your company’s product . . . or save ers, nationally known SEVERAL EXPERIENCED SALES- 
' your company’s monéy . . . they can contribute to your company’s income. pes beste aS MEN. 
: We all know, “It pays to advertise.” It pays just as big to investigate what is ment at lowest Waste Qualifications: around 
advertised! lon Of great value to thirty; neat appearance; 


lealers and service- 
Each month, Electrical Merchandising advertisers, old and new, invite you and men. W. 


25,000 other readers to investigate further the advantages they can provide. 


ELECTRICAL MERCHANDISING 


willing to travel and move 
to another state. Salary 
and traveling expenses. 
Write fully your experiences; give references 
in first letter. 
SW-477, Electrical Merchandising, 
330 West 42nd Street, New York City 


cop’ 
of this big catalog. 


BURSTEIN-APPLEBEE CO. 


1012-14 MeGee St., Kansas City, Mo. 
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REWINDING 


HORTON 


‘- CASH IN BIG on the 
great upswing in ironer and 
washer sales choose Horton’s 
complete line. Models to 
meet every need. ..exclusive 
features to clinch sales... 
dependability which protects 
profits. Write now for details. 


HORTON MANUFACTURING CO. 


3602 OSAGE ST., FORT WAYNE, IND. 


ADVERTISING 


Reaches and 
sells all 
worth-while 
appliance | 
distributors | 


| nounces the appointment of Harvey N. 


| tric 


and dealers. | 


Write today 
for complete 
advertising 


details. 


ELECTRICAL MERCHANDISING 
330 W. 42nd Street 
New York City 
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New Positions 


Ques Continued From Page 42 — 


Dey Bros. 


L. B. Tedesco, formerly house furnish- | 


ing buyer at McCreery & Company, 
Pittsburgh department store, has taken 
charge of the appliance department at 
Dey Bros., Syracuse, N. Y. 


Windcharger 


W. W. Watts has been announced as 
sales and advertising manager of the 
Windcharger Corporation, with 
quarters at the company’s main plant, 
Sioux City, Iowa. 

Mr. Watts was formerly associated 
with Montgomery Ward & Company as 

mail order sales manager and brings to 


head- | 


Windcharger nearly 14 years of experi- | 
ence in the sale and promotion of radio | 


and electrical household appliances for the 
farm market. He will devote himself to 
sales of the six volt farm radio battery 
charger and the 32 volt model built to 
supply farm electric lights. 


Consolidated Edison 


Raymond M. Martin, who has been 
director of display for the Consolidated 
Edison Company of New York, Inc., was 
appointed art director on November 1, 
according to an announcement by Henry 
Obermeyer, 
vice-president. 


Mr. Martin will retain 


| supervision of all display and poster ac- 


tivities of the Consolidated and its af- 
filiated electric, gas, and steam companies, 
while his new duties will include art 
direction of all types of advertising. 

Mr. Martin joined the Consolidated 
Gas Company in 1922, in the sales end 
of the business, and two years later was 
made director of display. In 1933, when 
the advertising bureaus of the Consoli- 
dated and the Edison companies were 
merged, his activities were extended into 
the electric business. Subsequently the 
display work of the Brooklyn Edison 
and Queens Electric companies was 
placed under his jurisdiction. 

At present the Display Division turns 
out from 400 to 500 window displays a 
year, about fifty posters of all ty pes, and 
has charge of about twelve major ex- 
hibits. The Division also supervises sev- 
eral cooperative gas exhibits sponsored 
by the American Gas Association. 


Graybar 
The Graybar Electric Company an- 


Wood as sales manager of the Gray- 


| bar office at Philadelphia, effective No- 


vember Ist. 

Harvey Wood started with the com- 
pany as soon as he was through college. 
On leaving Purdue in 1913, he took the 
educational course of the Western Elec- 
Company at Hawthorne. From 
there he was transferred to the Chicago 
Sales Department. After spending some 
time on the inside as well as on outside 
sales and getting experience with some 
of the branch houses, he was made a Dis- 
trict Street Lighting Specialist. Later, 
he came to the General Department in 
New York. From New York he went 
to Philadelphia as general supply and 
central station manager. 


Manz 


The Manz Corporation, large Chicago 
advertising printers, announce the ap- 
pointment of Thomas Andrews as dis- 
trict representative for the Chicago ter- 
ritory. Mr. Andrews was connected with 
Carroll-Dean-Murphy, Inc., until that 
organization merged with Erwin Wasey 
& Company. Previous to that Mr. An- 
drews was National Advertising Man- 
ager of the Rotogravure Section of the 
Chicago Daily News. 


1936 


assistant to the executive | 


The Boss Washing Machine 
With The ‘Stay Hot’ Thermo- 
Tub and The ‘Just Press Down’ — 
Safety-Bar-Wringer, Is The 
Washer You Can Sell! 


Hones uty 


@ The BOSS WASHER Has Been Called “The Dividend 
* Getter,” Because It’s Merchandise That Moves. 


e The Housewife That Buys A BOSS Turns Sales Lady 
After Her First “Miracle Monday!” 


e@ The Thermo Tub Alone Makes BOSS The Greatest 
© Washing Machine In America, But, The Exclusive 
Safety-Bar-Wringer And Its Life-Time 
Lubrication Puts It In A Class By 

Itself. BOSS Has Been Leading The 

Field Since 1889. Write For Our “Get- 

ting Behind The Dealer” Information. 


THE BOSS WASHING MACHINE CO. 
NORWOOD STATION 
CINCINNATI, OHIO 
“BOSS YOUR LAUNDRY—DON'T LET IT BOSS YOU!” 


ELECTRIC 
IMMERSION 
THERMOSTAT 


Look for the new Wilcolator type 
T immersion thermostat on your 
new water heaters, kitchen equip- 
ment, and other electric devices 
that depend on thermostatic con- 
trol. It’s a sure sign of a quality 
product—one you can recommend 
and sell with complete confidence. 
Like all Wilcolator thermostatic 
controls, the action of the new 
type T is extremely accurate. The 
thermostat is the “snap” action, 
using silver contact points, and the 


liquid type of control which Wil- 
colator originated. It is sensitive 
within plus or minus 5°F. There 
are a minimum of moving parts— 
and that means trouble-free serv- 
ice. All in all, the new Wilco- 
lator type T immersion thermo- 
stat is a worthy addition to the 
famous family of Wilcolator ther- 
mostatic controls. 

Ask your manufacturer about the 
new type T—or write us for com- 
plete information. 


WILCOLATOR 


THE WILCOLATOR COMPANY, 


NEWARK, 
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FRANK DOES A THOREAU 


RANK B. RAE, JR., whose series 

of reminiscences on “This Ro- 
mantic Business” are currently delight- 
ing our readers, has given up his office 
in Cleveland and moved into a new 
rustic workshop near his home in 
Olmstead Falls, Ohio. 

“For a long time,” writes Frank, “I 
have wanted to get out in the country 
and do my writing a la Elbert Hub- 
bard in a quiet environment, but the 
mechanical requirements of the News 
(Better Light — Better Sight News 
was edited by Frank Rae until re- 
cently) made this impossible. When 
I gave that up I immediately acquired 
Plum Creek Hermitage —a neat little 
lodge at the edge of the woods along- 
side Plum Creek—and here I am. 
My only visitors so far have been a 
chap from New York who came to 
offer me an interesting and juicy 
writing job, a squirrel who wanted to 
know what made a typewriter click 
and came in through the open door to 
find out, and two baby rabbits who 
didn’t like the looks of a black spaniel 
and came in to see whether I could 
do anything about it. Talk about your 
bucolic backgrounds! Just as you love 
the clatter and rhythm and stimula- 
tion of the Big Town, so do I get 
sustenance out of the Walden Wood 
quietude.” 

“Incidentally,” adds Frank, “the 
move saved me the nervous strain of 
driving 35 miles a day through heavy 
traffic, and the ceaseless interruptions 
from phone, solicitors and unwelcome 
acquaintances who came in to tell me 
hard luck stories or rest their feet 
on my desk.” 

We are almost persuaded. 


MEET ROI WOOLLEY 


Roi B. Woolley has been appointed 
manager of marketing and research for 
Electrical Merchandising, Radio Retailing 
and Electronics, with headquarters in 
New York City. 

Mr. Woolley has long been identified 
with the electrical industry in sales and 
advertising capacities. He was at one 
time director of publicity of the Society 
for Electrical Development, and later 
advertising and sales promotion manager 
of the Savage Arms Corporation. For 
the past two years he has been asso- 
ciated with Dr. Miller McClintock, of 
the Advertising Research Foundation. 
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The Merchandising Month By L. E. Moffatt ........ 


Specialty Selling Not Down Ohio Co-Op's Alley 
By Tom Blackburn 2 


That's one of the reasons the cooperative movement is not making 
much headway in the appliance business at present 


The Electrical Age Arrives in Los Angeles 
By Clotilde Grunsky 4 


When power from Boulder Dam arrived in Los Angeles recently the 
whole town turned out and made an old-fashioned celebration of the 
affair. Here are some of the significant trends in the story 


Stewart-Warner Holds 1937 Convention ............... 8 


Some candid camera shots of one of the first appliance conventions 


Why Contractors Should Merchandise 
By J. M. Richardson 12 


As president of Richardson-Wayland in Roanoke, Mr. Richardson pre- 
sents some challenging facts about the place of the contractor in appli- 
ance merchandising at the present time 


Picturing a Business. 
Here's an article on a typical dealer's business done with the camera 


Editorials 


News—People, Products, Plans ............... 25 
All the latest happenings in the appliance industry in words and pictures 

Free Dealer Helps and Literature............ ........... 39 
Manufacturers spend a lot of money on sales promotional material, 
window and floor displays, broadsides, give-aways and other helps. 
Maybe there is something listed here thet would help you in your 
business 

A Review of New Products......................00..00.... 45 
Miss Anne Noone, Home Appliance Editor, presents the new products 
that have come on the market during the past month 


Short, helpful articles for the appliance serviceman 


Roi B. Woolley L. W. W. Morrow 


Earl Whitehorne 


NEW EDITORS 


With the resignation of L. W. W. 
Morrow, who left the editorship of 
Electrical World to take an execu- 
tive position with the Corning Glass 
Works, Howard Erhlich, vice presi- 
dent of the McGraw-Hill Publishing 
Company, has taken over the editor- 
ship of the magazine and appointed 
S. B. Williams, managing editor. Mr. 
Williams will be succeeded in his 
former position as editor of Electrical 
Contracting by Earl Whitehorne, for- 
mer managing editor of ELECTRICAL 
MERCHANDISING. 

Mr. Williams has had long experi- 
ence in the field of electrical journal- 
ism and has a wide acquaintance in 
all branches of the industry. Imme- 
diately upon graduation from Prince- 
ton in 1914 (Electrical Engineering) 
he joined the staff of Electrical 
World and at the time of his leav- 
ing in 1922 he was assistant managing 
editor. He resigned to become editor 
of Electrical Record and in 1924 re- 
signed to take charge of the Electra- 
gist as editor and manager. In 1928 
the Electragist was purchased by 
Electrical Trade Publishing Com- 
pany and changed to Electrical Con- 
tracting. Mr. Williams has remained 
with us since as the editor of that 
paper. He therefore brings to Elec- 
trical World a well-rounded experi- 
ence which wil! be a distinct acquisi- 
tion to the staff. 

Mr. Whitehorne came into the 
electrical ‘1icustry as a contractor 
back in 1905, before he took up edi- 
torial work on “Selling Electricity,” 
now ELECTRICAL MERCHANDISING. He 
was managing editor of that paper 
until 1915 when it was purchased by 
the McGraw-Hill Publishing Com- 
pany and then became commercial 
editor of Electrical World. He also 
served for several years as editorial 
director of both Exectricat Mer- 
CHANDISING and Radio Retailing and 
has continued as associate editor of 
Electrical World. He brings to Elec- 
trical Contracting, therefore, a broad 
background of editorial experience 
and wide contacts in the electrical 
field at a time when the development 
of more adequate wiring is becoming 
one of the major issues before all 
branches of the electrical industry. 


DECEMBER, 1936—ELECTRICAL MERCHANDISING 


Public Service Company of Colorado did away with home lighting girls 
and pulled the public into the Electric Institute for a real lighting show 
. 
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DEEP SENSE of appreciation prompts us to 
off *.... this public miessage to the Frigid- 
aire Selling Organization : 

In 1936, you achieved the greatest sales suc- 
cess in the entire history of the refrigeration \in- 
dustry. 

During the first six months, you sold more 
Frigidaires than during the entire year of 1935, 
or any other year. 

And your rapid pace never slackened. Week 
after week, month after month, right through the 
year, you continued to pile up new selling records. 

A few short months ago, we were proud that 
Frigidaire had sold one and one-quarter million 
more mechanical refrigerators than any other 
manufacturer. But now, because of your untiring 
efforts, Frigidaire can point with even greater 
pride to a margin of leadership of over one and 
one-half million refrigerators. 

We helped you, of course. We gave you the 
Frigidaire with the Meter- Miser, a product con- 
ceived, designed and built with a single unwaver- 
ing aim—to meet a// five standards for refrigerator 


buying. We gave you carefully-prepared “‘Buy 


General Motors 


TO FRIGIDAIRE DEALERS 
AND SALESMEN 


on Proof’’ selling plans, specially geared to the 
marketing problems of all three major selling sea- 
sons. We gave you the backing of dynamic, sales- 
compelling advertising. 

But to all these ingredients of success you added 
one that was most important of all . . . one that 
is the essence of a winning campaign: Your Own 
Resourceful and Aggressive Activity. 

Together, we have fulfilled the promise ‘‘You 
can do better with Frigidaire in 1936.’’ 

We are working now to make 1937 a greater 
year for Frigidaire Selling Men. Soon you will 
have new and more salable products, featuring a 
revolutionary improvement that will be the talk of the 
industry and instantly capture the imagination of the 
buying public. Backing up these amazing products 
will be a new, forceful sales and advertising pro- 
gram, to help you harvest, once again, an even 
larger volume of sales and earnings with Frigidaire. 

Together, we have fulfilled the promise ‘“You 
can do better with Frigidaire in 1936.” The op- 
portunity and the means are now at hand to ful- 
fill another promise : ‘“You will do st// better with 


Frigidaire in 1937. 


FRIGIDAIRE DIVISION 


Sales Corporation 
Dayton, Ohio 
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